PUBLISHED EVERY OTHER MONDAY JULY 17, 1961 


Building 
Materials 


MERCHANDISER 


a American 
Lumberman 


als\\\\an roleat 


ofiilms 


Mier 
st 
or Mich 


6..3 


eT 
3 N 3s* 


about shell 
Wale Mme) erere)—3 
housing 


—page 27 


ann Arb 


Jniv 
oa 


Also inside: 


Hardware « Store Business’ e 1960 DEALER PROFIT RETURNS 











imperial Cherry ‘'Traditional” 


‘ vA rT as 
ak 


7 


-- 
NEW S<Llicual ( evi BY ABITIBI 


If your customers paid twice the modest price, they still couldn't buy better 
paneling than Abitibi wood grain finish IMPERIAL CHERRY PLATE- 
BOARD. This fine new paneling is now available in three luxurious hues — 
Traditional, Futura and Heritage. It is dura-surfaced for lifetime resistance 
to mars, scuffs and scratches. Easy to handle 4’ x 7’ and 4’ x 8’ panels 


go up fast. Modern grooving hides nails and makes perfect butting easy. 


The flat groove bottoms eliminate nail “puckering.” High angle sides 
insure a strong, narrow shadow line. Groove sides and bottom are smooth 
and lacquer-coated for lasting beauty. Imperial Cherry paneling is washable. 
Write us if your Distributor has not already told you the full story about 
this better paneling that’s priced to sell FAST— AT MORE PROFIT. 
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' . ® Better building products through 
manufactured exclusively by 
a research in wood chemistry 


Producers of America’s Finest Hardboard Paneling, Primed Exterior Hardboard 
Siding, Insulation Sheathing, Hardboard Underlayments and Ceiling Tile. 


ABITIBI! CORPORATION e PENOBSCOT BUILDING e DETROIT 26, MICHIGAN 
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in vinyl asbestos floor tile 


yee 


A style achievement which begins a new era 
of classic elegance in vinyl asbestos tile... 


Another exclusive product from Azrock — created expressly to bring the 

custom styling of expensive floors into the high volume market. Vina-Lux Premiere Series 
is a new style with a more subtle, lacy pattern combined with maximum color clarity. 
Now a floor with universal sales appeal — for the tract home builder, for custom 

homes, for over-the-counter business — and with assured profit opportunity for you! 
Your Azrock distributor has Premiere samples for you now. 


Available in 1/16”, 3/32” and 1/8” gauges: seven magnificent colors, including two metallic colors. 


AZROCE FEGOOR PRODUCTS DIVISTON 
Specialists in the manufacture of vinyl asbestos tile and asphalt tile flooring 
UVALDE ROCK ASPHALT CO. ¢ 594D FROST BANK BLDG. * SAN ANTONIO, TEX. 


July 17, 1961, BUILDING MATERIALS MERCHANDISER (American Lumberman) Circle No. 2 on Handy Cover Card 














MAKE THIS YOUR BIGGEST SELLING FALL with 


FEATHER-LITE! 


order noW for the fall rush on Aluminum Doors 
SELL variety this FALL 


More models in self-storing standard and pre-hung designs mean 
more chances to sell your fall buyers. Order now! 


SELL quality this FALL 


Feather-lite makes doors and only doors! Quality is a habit: 
All-extruded construction (in our own plant)... full l-inch by 
2\-inch THICK stiles . . . wool pile weatherstripped . . . full- 
length concealed hinge ... drip cap header , . . weatherstripped 
bottom expander fits all standard size openings (and much, much 
more!) Order now! 


GENTLEMEN: 

| want to be ready for Fall. Rush me the facts on the doors checked 
below plus the details of Feather-lite’s merchandising program. 

[0 Standard Combination [) Standard Self-Storing 


] Pre-Hung Combination —-) Pre-Hung Self-Storing 


— 


BMM-7-61 (1) Screen Doors 
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COMPANY NAME _ 





ADORESS —_ ——— PHONE NO. 





city ZONE_______._ STATE 


[) | AM A DISTRIBUTOR 
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L_} | AM A DEALER 














SELL for profit this FALL 


Leave the leaves to slow-pokes. Feather-lite’s lowest prices let 
you rake in only profit. Order now! 


SELL doors this FALL with 
FREE POSTERS, BANNERS, DISPLAY UNITS! 


Contact Feather-lite to help you SELL even more this Fall! 


a |PROTECTED TERRITORY 


WHOLESALERS! DISTRIBUTORS! Choice territories 
are still open. Use the coupon to get in touch 
with Feather-lite . . . fast! 


—— 76 INSTALLATION’ “SS 
ae 


MANUFACTURING CO. 


11710 CLOVERDALE + DETROIT 4, MICH. + WE 3-0064 


AMERICA’S LEADING MANUFACTURER OF ALUMINUM-COMBINATION-SELF-STORING & SCREEN DOORS 
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Homes for Low-Income Families: Buy Them or Get Them Free?—page 7 
New Product Parade—page 20 
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NEW FACTS ABOUT SHELL AND LOW-COST HOUSING—page 27 

® Dealers Tap Low-Cost Home Market—page 28 

@ Turn-key Economy Homes ‘‘On-Your-Lot''—page 31 

@ BMM Exclusive Interview With Shell Home Finance Expert—page 40 
©@ Jobber-Dealer Shell House Program Gets Fast Start—page 44 


Hardware. Store Business 


Idea Showroom Promotes Remodeling Packages—page 48 
Fast Calculating Speeds Service, Saves $$—page 56 

Daily Balance Sheet Keeps Sales Records Current—page 58 
Paint Sales Go Up—page 60 


EDITORS’ VIEWPOINT page 7 NEW SALES AIDS page 62 
NEW DEVELOPMENTS page 9 MEN IN NEWS page 67 
HEADLINES AT PRESS TIME page 16 HOW'S BUSINESS? page 69 
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COMING EVENTS 


Oct. 2-6—National Hardware Show, McCormick Place, 
Chicago 

Oct. 15-21—National Forest Products Week 

Nov. 4-7—NRLDA, McCormick Place, Chicago 


’ “DSC” means Dealer Sales Control, a phrase coined by this 

WHAT'S COMING IN YOUR JULY 31st magazine to focus attention on the most profitable business 

BMM: methods used today by dealers and wholesalers. It is one of 

* An —— _ devoted to B chee gt the permanent management principles which guide the edi- 
iniclaiy ele Se, Macnee Seaman atees, noed tors in reporting and interpreting industry trends. 

ideas in lumber merchandising, changes underway Controlling the sale at dealer level can stem from land con- 

by lumber manufacturers to produce what the trol, prefabing, financing, Home Center stores, strong retail 


pg gee eee | th omy Pagar ye advertising, installation services, sales of new homes or re- 
likely to take place in lumber marketing in the modeling packages to builders or consumers. 


future. DSC means product brands and specifications controlled by 
the dealer. 
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File which is $2. Entered as second class matter October 2, 1946 at the Post Office 
at Chicago, Ill., under the Act of March 13, 1879. Copyright © 1961 by Vance 
Publishing Corp. 


July 17, 1961, BUILDING MATERIALS MERCHANDISER (American Lumberman) 











] A hard hat and our new mark together they symbolize action and 

We re ideas. Together they capture the active mood, growth and progressive 

m diversification of our company. @ Together they produce clean, bright, 
wearing d fast-selling quality lumber — and deliver it to you Unitized for easy 
fork-lift handling. Together they create Pronto Panel sheathing, quality 

‘é 9 mouldings, pressure-treated products and others. © Together they con- 
new feather vert lumber waste into working products: newsprint and kraft papers, 
corrugated containers, folding boxes, decorative papers and many more. 

Why don’t you take advantage of Southwest’s combination of 


on our hat! pte and ideas — and wear a profitable “feather” in your cap? 


Southwest 
Forest — 
industries 
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THE EDITORS’ VIEWPOINT 


Homes for Low-Income Families: 
Shall They Buy or Get Them Free? 


| tre PEOPLE in the building industry look down their noses 
at so-called “shell” housing. 


For example, publications for home builders have great sport de- 
riding “‘do-it-yourselfers.” They want all home labor to be supplied 
by professionals. 


And there’s been a sizable segment of building industry leaders 
who insist that everyone should concentrate on the type of house 
that we all want, but which only some of us can afford. This is the 
type of dwelling which is so crammed with extras that you cannot 
see (or finance) the house itself. 


We all know there is a market for top-drawer housing, and it is 
certainly commendable to upgrade any prospect into buying the 
best house he can afford. But there is a limit to the number of fam- 
ilies who can buy expensive homes. 

Economists point out that in our system the poor fellow should 
buy a second-hand home. This known as the “trickle-down” theory. 
It’s a theory that makes good economic sense. 


But the present Administration in Washington has other theories. 
It wants to give low-income folks an equal chance to purchase new 
homes. Of course, that makes good political sense. 

Furthermore, if private enterprise doesn’t provide new homes 
which low-income folks can afford, then you can expect the federal 
government to do the job on a direct basis. 

So we say that it is time for everyone in the home building in- 
dustry to come off the big-house platform and seriously work for 
more low-cost housing, through private enterprise. 


We don’t mean $12,000 homes, but packages that will sell well 
below $10,000. 


Happily, shell house marketing and financing has proved that 
private enterprise can provide homes for low-income people. Deal- 
ers in this market, as reported elsewhere in this issue, prove it. Oth- 
er dealers and wholesalers are investigating the potential. 


It is essential that established dealers and wholesalers control 
the shell and low-cost home market to save it from the perils of too 
many “fast-buck” operators. The growth of irresponsible businesses 
in this field will spur government interference. 


It is also important that building products manufacturers come 
forth with new materials and prebuilt, prefinished components spe- 
cifically designed for low-cost single-family homes. 

Maybe you don’t care to deal with the low-income buyer. But 
from a business viewpoint, can you afford to stay away from this 
market? 

The result of the 1960 operating profits survey among dealers is 
reported in this issue. Perhaps one reason for the poor profit per- 
formance by so many dealers (while other dealers earned high prof- 
its) is the reluctance to go out after such markets as shell or other 
types of low-cost housing. 

Don’t you think it would be better to sell new homes to low- 
income families, rather than let Uncle Sam give them away? 


—THE EDITORS 
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WITH THE WAINSCOT RIGHT ON IT, 
IS THE HOT ITEM IN HARDBOARD! | 
Everybody’s buying Garage Liner— 
builders, remodelers, do-it-your- 
selfers. There’s no easier way to get 
a handsome finished job. The wain- 
scot's already on it. No painting is 
needed; Garage Liner is factory-fin- | 
ished. The price is low for heavy-duty 
storage board: about 20¢ a square 
foot retail. Why not stock the fast- 
seller: G-P’s new Garage Liner. 4” | 
thick, 4x 8’ V-grooved panels per- | 
forated down to wainscot height. | 
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GEORGIA-PACIFIC | 


Plywood « Lumber * Redwood * Hardboard + Pulp» Papers €hemicals | 


Georgia-Pacific, Equitable Bidg., Port- 
land 4, Ore. Please send sample of your 
new Garage Liner and information ‘on 
the complete line of G-P hardboartds. 





name 





address 





city county 
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WILL THE NEW HOUSING LEGISLATION SPARK BUILDING MATERIALS SALES? Yes, but 
not necessarily in the way that most people think it will. 


Probably the big boost from the bill will come from the home 
modernization provisions — FHA-backed loans up to $10,000 for 
payments extended to 20 years. 





This will be a boon for dealers who have been ahead of the game 
and set up complete home modernization departments or divi- 
Sions. See page 16 for more details. 


Another important (and needed) provision of the bill is exten- 
sion of FHA-insured mortgage ceilings from $22,500 to $25,000, 
with lower down payments. This could help close sales in the 
middle and upper home price brackets, which have been partic- 
ularly hard hit recently. 





As to low-cost homes, the 35-year mortgage plan has generated 
a great deal of publicity and controversy, but will probably 
have less impact than generally thought ... except to focus 
attention on the low-cost market. 


Reason: you still have to get lenders to go along with the terms 
set down by the Government. And there is a Spreading desire for 
the housing industry to depend more on private financing without 
the aid (or red-tape) of either FHA or VA. 








The Kennedy administration recognizes the problem of getting 
lenders to go along with the long-term payment concept. The new 
housing bill gives a lender a choice of receiving either cash or 
debentures as payment for a mortgage default, instead of only 
debentures as at present. 


Financial institutions as a group have only themselves to blame 
for the initiative of Government in housing loans. Through the 
years lenders have fallen down on the job of creating new and 
effective ideas for financing homes for low-income families. 

No wonder the hand of Government has slowly reached out to "aid" 
this field. If the 35 and 40-year insured mortgages don't work, 
or a substitute isn't devised, the Administration will have a 
good excuse for direct loans. 











Note the implications in the long-term mortgage provision of the 
new bill: although 35-year terms are specified for families 
with incomes from $4,000 to $6,000, these loans could be 
extended, says the measure, to 40 years if the family finds it 
difficult to meet 35-year payments! 


Such nonsensical doubletalk may have one great effect: it may 
generate new ideas by private mortgage lenders to_figure out 
ways and means to reach the low-income market without Government 
red-tape and assistance. One example is shell home financing. 











Turn page for continuation 
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NEW DEVELOPMENTS (begins on page 9) 
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ONE OF THE MOST WIDELY PUBLICIZED LUMBER DEALERS WENT BROKE LAST MONTH — 
A Florida firm which was eulogized only last fall in both 
national dealer publications for its new retail store, fabrica- 
tion and home improvement developments. 


The failure of such a company does not mean that store merchan- 
dising, prefabrication or packaged remodeling are unprofitable 
ideas. These are the very programs which the most successful 
dealers practice. 


But the Florida yard's experience once again points out the 
vital lesson that it takes management know-how and sufficient 
capital to make any good idea work in a competitive business 
system. 


IT'S GETTING AROUND--MANUFACTURERS SHOULD HELP DEALERS SELL THEIR PRODUCTS. 
Instead of complaining that the dealer seems to push the other 
fellow's line, more and more lumber producers are catching 
on to the idea that it's the manufacturer with the best dealer 
sales assistance who captures the dealer's attention. 


This was highlighted at a recent convention of the Maple 
Flooring Manufacturers Assn. S. A. Wells, Menominee, Mich., 
MFMA vice president, said: "We are obliged to follow the lead 
of competitors in the flooring field and come up with some 
advanced ideas in the matter of making it attractive to the 
dealer to help our product." 

Maple flooring producer Wells said that "the inroads made by 


our competition will be lost substantially as time shows the 
extreme difference in wearing quality and maintenance costs." 

















NEW TYPES OF BUILDING PRODUCTS could result from possible abandonment of present 
air-frame machinery and plants in aircraft and rocket field, because 
of new concepts in aircraft construction. 








(Remember, honeycomb cores now used in flush doors, partitions, 
etc., and the stressed-sSkin wall panel idea both came from the 
aircraft industry. ) 


Air-frame metal-forming methods could introduce curvilinear freedom 
to construction shapes. Also, aircraft science applied to building 
could bring great advances in adhesives; crystalline glass that's 
stronger yet lighter than steel. 


A_ sober thought for wholesalers, retailers: Will you be ready to sell 
such revolutionary materials? Or will they need to move through 
new distribution channels? 























UNIONISTS DROP RESTRICTIONS IN PITTSBURGH--Building and Construction Trades 
Council have dropped taboos on installing such preassembled 
components as wall units, kitchens, plumbing trees. It is 
part of labor contract signed last month. This follows many 
other areas where union workers would rather work in the fac- 
tory at lower wages than on-site. 


ESTIMATED 972 MILLION POUNDS OF PLASTIC MATERIALS USED IN CONSTRUCTION 
during 1960, according to Monsanto Chemical Co. That's about 
19% of plastics production. Phenolics and vinyls were most 
common types for construction purposes. 
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POPULAR NEW 


Brees Crestwood Floor 


FOR REMODELERS 


Its PRE-finished by famous BRUCE Process 


Beautiful, durable finish 

Easily installed—tongued and grooved 
Nails included in carton 

Packaged for easy handling 

Requires no sanding or finishing 

Simple to figure and price 

Priced to compete with resilient coverings 


Leads to sale of other remodeling products 


Display Panel 
This attractive counter or 
window display really sells 
Crestwood. Actual panel of 
flooring with colorful sign 
tells the story. Display fur- 
nished free with initial 
order for 1000 ft. or more. 


It’s PRE-sold by advertising in national magazines 


Bruce NAILRITE 


makes it easy to /ay 
Crestwood Flooring 


This unique tool fits tongue 
edge of Crestwood, protects 
face of flooring, and prevents 
splitting of tongue. Makes it 
easy to position nail at proper 
angle and set to right depth. 


Mail for Crestwood prices and literature 


E. L. BRUCE CO. 
ABRUCE| 1734 Thomas St., 
ae Memphis 1, Tenn. 


Send complete information on Crestwood Flooring to: 


Name____— 





Company 





Address. 
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SAVE ON PRICE 
THE DAY YOU BUY! 


SAVE ON GAS AND 
TIRES EVERY DAY! 














Beginning with a price* that’s below all com- 
parable leading makes, Ford Styleside Pickups 
are especially designed to cut daily operating 
costs. Economical Ford Sixes, in certified 
tests with other makes over a three-year 
span, delivered outstanding gas mileage. 

Tire replacement expense is less, too, with 
Ford’s true truck suspension. Certified tests 
prove that the front tires on Ford % -tonners 
last up to twice as long as those on other 
makes with car-type suspensions. And Ford’s 
new longer wheelbase, new springs, and new 
cab construction provide a major advance in 
easy-riding comfort. 

In addition to price, gas and tire savings, 
Ford’s heavy-duty construction gives new 
freedom from nuisance problems. Ford pick- 
ups are built to stay on the job... out of the 
shop. So for a rugged truck that’s made to 
tackle any pickup job, see your Ford Dealer. 
And when you do, ask him about the many 
heavy-duty options that can mean extra job- 
fitting economy in your construction work. 


July 17, 1961, BUILDING MATERIALS MERCHANDISER (American Lumberman) 





Pace teeter acet ces 


F-100 STYLESIDE PICKUP gives greater durability. New, one-piece 
cab-body design, and new huskier frame. New, wider tailgate for 
easier loading has snap-lock latches to save time. Max. GVW: 5,000 Ib. 


Heavy-duty options include 11-inch clutch, 
oversize tires, and extra-capacity springs. 
Choice of 5 transmissions includes four- 
speed, overdrive and Fordomatic. 


Six or V-8 power to fit your need. Ford’s 
famous gas-saving Six, or the world’s most 
popular truck V-8. 


*Based on a comparison of latest available manufacturers’ 
suggested retail prices 


F-350 CHASSIS-CAB WITH DUAL REARS (9-ft. Stake body shown) 
has a man-size maximum GVW of 9,800 Ib. This hard-working, 
versatile 132-in. wheelbase model features low loading height and 
the flotation of dual tires at a price much below 1'%-ton trucks. 
Also available with single tires and big 9-ft. Styleside or Flareside 
Pickup bodies. 











F-250 — PICKUP has rolled-edge flareboards FORD TRUCKS COST LESS 


and running boards between the cab and rear fender 
for special side unloading work. Styleside Pickup, SEE YOUR FORD DEALER'S “CERTIFIED ECONOMY BOOK” FOR PROOF! 


7'2-ft. Stake, Chassis-Cab, Chassis-Cowl, or Chassis- 


Can si Gp 
Windshield models also available. Max. GVW: 7,400 Ib. Foro vision, Ard Motor’ Company, 
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MACKLANBURG-.DUNCAN CO 


The right track to greater sales... 


FOLDING & SLIDING DOOR 





1 | Aluma-Slide 


SLIDING DOOR TRACK SET 





Panels glide easily on 
special supporting ridges 
of lower track. 


For Ye-, %e-, %-, Ya- or 
%-in. sliding panels of 
plywocd, hardboard, 
perforated panels and 
glass. 





Comes in natural Ala- 
crome finish and 3 per- 
manent anodized fin- 
ishes—Albras, Albright 
and Anodized Satin 
that won't rust or tar- 
nish. Enhances the ap- 
pearance of any cabinet. 


Installs Easily... 
Requires No 
Special Tools 


Aluma-Slide can be used 
wherever cabinets are 
needed... throughout 
the home, office or shop. 
In tubular packaged 
sets of 3-, 4-, 5-, 6- and 
8-ft. lengths, with holes 
drilled, screws and in- 
structions. 


See your leading hardware, lumber 


BUILDERS or building supply dealer for M-D 


products! 


DEALERS 


For folding doors of any type... 


jmd /roupine DOOR 


HARDWARE 


OPERATES SMOOTHLY 
with silent nylon bearing 
gliding in top quality ex- 
truded aluminum track. 


Ideal for 4-panel or 2- 
panel full or half size 
interior doors of any 
thickness. For closets, 
wardrobes, dens, bars, 
room dividers, etc. Gives 
full access to closets... 
yet saves floor and wall! 
space. 


Comes in completely 
packaged sets for 2.-, 
2’2-, 3-, 4-, 5- and 6-ft. 
openings, ready to 
install. 


PERFECT DOOR 
ALIGNMENT 


With M-D door guide, 
doors snug together 
when closed and will 
not creep open. No 
bottom track needed. 


Order today! Your order shipped 
promptly! All M-D products are fast 


sellers, nationally advertised. 





| md. QUALITY 


is the difference 
THAT HELPS YOU 
MAKE MORE SALES 





Meets today’s quality-economy needs! 


eee 
‘md OT-200 Overhead Type 


SLIDING DOOR HARDWARE 


For %”, 1%” and 1%” By-Passing Doors 


For quiet, efficient operation... 


md OT-400 Reversible 


SLIDING DOOR HARDWARE 


with easy-to-install features! 


USE SAME HANGERS FOR 

BOTH %” and 1%” DOORS 

Simplifies ordering and 
stocking. 


Installation saves time 
... cuts costs. Hangers 
are quickly attached to 
doors because of a 
built-in guide on each 
hanger which automat- 
ically positions it for 
proper alignment. 
Sturdy extruded alumi- 
num track designed with 
built-in-no-jump feature. 
Cadmium steel hangers 
have silent nylon wheels. 


Comes in Poly 
Tubular Package 


Set includes track, hang- 
ers, guides, screws and 
instructions. Packaged 
in 3-, 4-, 5-, 6- and 8-ft. 
lengths. Please specify 
OT-400 REVERSIBLE! 








Extra-sturdy extruded 
aluminum track and 
hangers. Built-in no-jump 
track feature. Noiseless, 
lifetime nylon wheels. 
Plastic door guides. All 
instructions and screws 
furnished. Hardware for 
each door thickness is 
individually boxed. 


WALL POCKET 
HARDWARE 


Shown here is Hanger 
TH-2 and Guide No. 13, 
made especially for 
Wall Pocket Doors. 
Packed 2 hangers and 
1 guide to envelope, 
plus screws for hangers, 
guide and track. 


MACKLANBURG-DUNCAN CO. 


BOX 1197 *¢ OKLAHOMA CITY 1, OKLAHOMA 





Headlines at Presstime 


Building 
Materials 


MERCHANDISER 





PROGRAM MANAGERS for the NRLDA Building Materials Ex- 
position are, from left to right: program chairman Deyo W. 
Johnson, William H. Deyo Co., Ellenville, N. Y.; Ross G. Kin- 


L. Craft. 


caid; Donald J. Moe; E. F. Walsh; Horace G. Pierce, Donald 
A. Campbell; G. Kenneth Milliken; Philip O. Mork and Robert 


NRLDA Exposition Program Announced 


WASHINGTON — Business programs 
for the November NRLDA Building 
Materials Exposition are built around 
the theme, “Ideas in Action,” accord- 
ing to general chairman Robert J. Mc- 
Cutchan of Metzger Lumber Co., Le- 
banon, Ind. 

The 4-day Exposition will be held 
at McCormick Place, Chicago’s new 
$34,000,000 convention center. All 
meeting rooms are within the exhibit 
hall, which will allow dealers more 
time for visiting the hundreds of inter- 
esting displays on exhibit. A large 
open area adjacent to McCormick 
Place, which will be used for action 
demonstrations of materials handling 
equipment, is also convenient to the 
meeting rooms. 

At a recent meeting in Chicago, the 
Exposition Committee selected the 
following titles and subject matter for 
the program: 

Employee Development, managed 
by Horace G. Pierce, executive vice 
president of the Northeastern Retail 
Lumbermens Assn., will illustrate 
practical approaches to utilizing man- 
power to the fullest. This meeting will 
be of interest to both employer and 
key employees. 

Profit Parade will shed new light on 
the rapidly expanding home and prop- 
perty improvement field. Program man- 
agement is handled by E. F. Walsh, 
Director of Intra-Industry Relations of 
the National Retail Lumber Dealers 
Assn. 

Shell Homes—America’s Fastest 
Expanding Market will direct the deal- 
er’s attention to the need for aggres- 
sive leadership in the booming shell 
housing market. G. Kenneth Milliken, 
executive vice president of the South- 
western Lumbermens Assn., is prog- 
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ram manager. 
Materials Movement for Small Vol- 
ume Dealers will give direct answers 
to materials handling profit problems 
facing many dealers. This program is 
under the management of Ross G. 
Kincaid, executive vice president of 
the Western Retail Lumbermens Assn. 
An Old Fashioned Sales Revival 
will present America’s master sales- 
men, Herb True and Fred Klemp, in a 
fast-paced look into effective sales- 
manship. Program manager is Philip 
O. Mork, executive secretary of the 
Wisconsin Retail Lumbermens Assn. 
Getting Around the Cash-and-Car- 
ry Question will put the spotlight on 
the future of this business and its pos- 


sible effect on the building materials 
dealer. Robert L. Craft, executive 
secretary of the Indiana Lumber and 
Builders Supply Assn., is manager. 

Accounting and Costing of Mate- 
rials Handling, managed by Donald J. 
Moe, secretary-manager of the Michi- 
gan Retail Lumber Dealers Assn., will 
simplify a difficult subject through a 
step-by-step introduction to the prob- 
lem. 

Should Dealers Buy or Manufac- 
ture Components? will illustrate the 
profits and problems encountered in 
component manufacturing. The pro- 
gram is directed by Donald A. Camp- 
bell, executive vice president of the 
Kentucky Retail Lumber Dealers Assn. 





Details of FHA Remodeling Program 


WASHINGTON—Any homeowner can 
take advantage of a provision of the 
new housing bill to add an extra bed- 
room or bath, install central air con- 
ditioning or just make some needed 
repairs on his house. 

Under the program, the FHA will 
insure a private loan for home im- 
provement and _ rehabilitation. The 
loan may be as much as $10,000 with 
up to 20 years to repay at 6%. 

FHA already is drawing up regula- 
tions, but no date has yet been set for 
putting the program into effect be- 
cause of the time-consuming attention 
to details to prevent abuse or mis-use 
of the borrowed funds. 

The initial thought behind the new 
type of loans, which have not been 
generally available to homeowners, 
was to provide the necessary private 
financing for salvaging sound homes 


in urban renewal areas. 

As written in the law, however, the 
loans also will be available outside ur- 
ban renewal areas, particularly in 
neighborhoods which face creeping 
blight and declining values if they are 
not upgraded. 

The new loans will supplement, 
rather than replace, the current FHA- 
insured home repair loans of up to 
$3,500 repayable in five years at dis- 
counts which work out to interest 
rates as high as 9.7%. 

Other than terms, major differences 
are that under the new program FHA 
will appraise the house, inspect the 
work, provide architectural and other 
consulting services and require some 
form of security. 

Eligible projects run a full range of 
almost anything that will improve or 

(continued on page 18) 
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Loose lumber shipments used to be unloaded by hand, requiring 30 to 
36 hours at Kingston Lumber Corporation, Kingston, N. Y. But now, 
thanks to “Strapack’”’ shipments, bundled and braced with Acme Steel 
Strapping, ove lift truck operator unloads a boxcar 12 times faster. 

Tight, neat strapped packages also speed yard handling, save 
storage space . . . they can be stacked higher (and straighter). And 
firmly strapped shipments face little danger of damage in transit. The 
“Strapacks” illustrated, from Hallinan Lumber Company, Portland, Ore., 
were flawless. 

Have your Acme Idea Man explain in detail how package shipments 
can profit you and your customers. Or, return the coupon for illustrated 
on-the-spot reports. 


IDEA LEADER IN 


STRAPPING 


Circle No. 9 on Handy Cover Card 





ACME STEEL COMPANY 
Acme Steel Products Division 
Dept. BIS-71 

135th St. & Perry Ave 
Chicago 27, Ill. 


Please send me Idea No. UI-24 
and other examples of how 
major lumber dealers cut costs 
with Acme Steel Strapping. 


Name 
Title 
Firm 
Address 


City 











FHA Remodeling Program 
(begins on page 16) 





increase basic livability of the house, 
from new bedrooms to new heating 
systems, rewiring and dividing a house 
into apartments. 

Pure luxuries such as swimming 
pools will be prohibited, and FHA 
technicians are not yet decided on 
whether they should approve fringe 
items such as complete built-in kitch- 
ens and outside painting. 

Preliminary thinking of FHA is that 
the average job will be $3,000 and 
that a minimum of $1,000 should be 
set in urban renewal areas and $2,500 
outside. Smaller jobs will come under 
the old program. 

Through the consulting services, the 
agency expects to guide homeowners 
in the necessary work and protect 
them against over-improvement such 
as expensive plumbing fixtures that 
will outlast the house. 

Along the same lines, the amount of 
the loan will be limited so that the out- 
standing debt on the house will not ex- 
ceed its value. 

In arriving at this figure, however, 
the estimate will be based on the value 
of the house before repair and what 
its value will be in the improved con- 
dition surrounded by an upgraded 
neighborhood. 

Security for the loan can vary ac- 
cording to the homeowner’s own cir- 
cumstances. It may be a personal note 
or a second mortgage. Extra costs of 
refinancing a first mortgage will be 
avoided if possible. 


Other Details of New 
Housing Legislation 


The Housing Act of 1961 is de- 
scribed in part above and in the New 
Developments pages this issue. 

Here are other key provisions of 
the Act: 

—Down payments on FHA-insured 
loans are reduced to 3% of the first 
$15,000 of appraised value, 10% be- 
tween $15,000 and $20,000 and 25% 
above $20,000. (FHA-insured mort- 
gages can now be made as high as 


$25,000 for single-family homes and 
$27,500 for duplexes.) Mortgage ma- 
turities can extend to 35 years on 
new homes. 

—FHA was given unlimited insur- 
ance authorization until 1965. 

—FHA can insure mortgages for 
homes under Section 203 or rental 
housing (Section 207) incorporating 
new and untried materials, design and 
construction methods and involving 
experimental property standards and 
neighborhood design. 

—Non-profit groups may get loans 
at subsidized interest rates as low as 
3-4 % to construct low-rental housing 
for low-income families or those dis- 
placed by urban renewal. 

—tThe Federal National Mortgage 
Assn. was given more than one billion 
dollars to support the special assist- 
ance programs by buying the mort- 
gages in the secondary market from 
private lenders. FNMA was also auth- 
orized to make loans up to one-year 
maturity on the security of FHA or 
VA mortgages. 

—Federal savings and loan asso- 
ciations were given authority to invest 
in business development credit cor- 
porations, unamortized loans to facili- 
tate trade-in home financing and ur- 
ban renewal investment trusts. 

—Urban planning grant authority 
was increased from $20 million to 
$75 million, with the Federal share 
increased from a half to two-thirds. 

—Urban renewal grant authoriza- 
tions were increased by $2 billion for 
four years and the Federal share 
jumped from two-thirds to three- 
fourths for communities of less than 
50,000 or cities of less than 150,000 
in an economically depressed area. 

—Loan authority for elderly hous- 
ing was increased from $50 million 
to $125 million, and 100% loans were 
approved. 

—$50 million fund was set up for 
grants to local public bodies for up 
to 20% of the cost of acquiring land 
to be used as permanent open space 
under a comprehensive development 
plan. 

—$200 million marked for farm 
housing assistance. 

All the regulations are now in the 
hands of FHA field directors, accord- 
ing to Neal J. Hardy, commissioner. 





Jobbers Must Plan for Changing Building 
Trends, SSDJA Convention Advised 


MEMPHIsS—New trends in mar- 
keting cannot be ignored. Any sudden 
prosperity for building materials sup- 
pliers without accompanying changes 
in their way of doing business is high- 
ly unlikely. That was the message giv- 
en by Wesley Wise, BMM editor, in 
his keynote talk at the 26th annual 
membership meeting of the Southern 
Sash & Door Jobbers Assn. last 
month. 

The major trends include cash-and- 
carry retailing, shell home merchan- 


dising, component and brand-name 
house prefabrication and packaged 
home improvement services by deal- 
ers, the jobbers were told. There is op- 
portunity for wholesalers to help deal- 
ers in each of these developments, 
Wise said. 

The same theme was carried out at 
a panel discussion on “Realistic Ap- 
proaches to Effective Marketing,” 
moderated by Carter Wood of May- 
nard Sash & Door Co., Amarillo, Tex. 

Panelists were: Clinton F. Hegg, 


vice president in charge of sales, Lib- 
bey-Owens-Ford Glass Co., Toledo; J. 
W. Parshall, vice president and editor, 
Building Supply News and James O. 
Sampson, manager of lumber dealers 
sales for Armstrong Cork Co. 

Sampson said that there have been 
three basic changes in the building 
materials industry during the last 10 
years: 

1) “Postwar growth of the real big 
builder and concentration of residen- 
tial building in big cities by a few big 
builders. 

2) “Home repair and moderniza- 
tion. Today, for every dollar spent on 
new buildings, 75¢ is spent on home 
repair and expansion. 

3) “Dealers are changing, too. 
There are two distinct markets now. 
The pressure on margin comes from 
big dollar concentration. The big 
builder doesn’t need or is not willing 
to pay for many of our services. Some 
yards are streamlined to sell to these 
big builders. That is why many job- 
bers have elected to sell direct.” 

Sampson said that a clear choice 
must be made by jobbers. “If you are 
to stay a wholesaler, you will have to 
sacrifice tonnage volume and put em- 
phasis on the smaller builder or re- 
modeling contractor. You can spe- 
cialize to sell to either one. 

“If you choose to stay strictly 
wholesale, your real volume will have 
to come from specialties. You must 
put more emphasis on yard-dealers 
selling to home repair and expansion 
customers. 

“Set your course—then you can 
make the right choice,” Sampson ad- 
vised. 

Panelist Parshall urged the jobbers 
to identify themselves with quality 
merchandise rather than price. “Stress 
the value of services you sell and seek 
new ones,” he said. 

Hegg counseled the jobbers to man- 
age by planning. “Is your business 
managed by day-to-day crises without 
goals?” he asked. 

The meeting attracted 365 jobbers, 
manufacturers’ representatives and 
wives, one of the largest ever held by 
the Southern Sash & Door Jobbers 
Assn. 





New Trade Assn. to Form 
From Merger of Two Groups 


A joint statement issued by the Alu- 
minum Window Manufacturers Assn. 
and the Sliding Glass Door & Window 
Institute reveals that these two national 
associations will merge on or about 
Jan. 1, 1962. 

Decision to consolidate the groups 
was reached at a joint directors’ meet- 
ing in Dallas on June 15, and com- 
pleted plans of the merger will be pre- 
sented for ratification by both groups at 
a late September meeting in Phoenix. 

As yet unnamed, the new associa- 
tion, with consolidated offices in Chi- 
cago, will represent an estimated 60% 
of the total aluminum window, sliding 
glass door and curtain wall production 
in the VU. S. 
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THE EVANITE BIG 3... 


Build Right... Choose Evanite® 


PLYWOOD: Douglas fir plywood, DFPA grade-marked; larch plywood, he Hallmark of Quality Products 
DFPA grade-marked. HARDWOOD-FACED PLYWOOD: birch, red oak, a 
ash, madrone, Philippine mahogany, cherry, walnut. SPECIALTY PLY- 
WOODS: Crezon overlaid, medium density; texture 1-11, marine ply- 
wood, ‘‘2-4-1"" plywood, vertical grain fir, Ag-Ply, knotty spruce, Idaho 
knotty pine. 


HARDBOARD: Standard, tempered, pre-finished, perforated, V- cat 

grooved, corrugated, exterior siding, garage liner. POLY-CLAD (t.m.) 5 Aa EVANS 
PLYWALL®: Pre-finished and matching plywood paneling, moldings, + 

bi-fold doors, cabinet stock, wainscot panel kit, doors. 





PRODUCTS 
COMPANY 


PLYMOUTH, MICHIGAN 


Sales Offices: Chicago, Ill. e Tampa, Fla. e Coos Bay, Ore. 
Anaheim, Calif. e Syracuse, N.Y. e Plymouth, Mich. 


IT PAYS TO BUY FROM YOUR JOBBER 


Evans is a member of the Douglas Fir Plywood Assn. 


BUILDING MATERIALS DIVISION 
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Hardware Store Business 


Building 
Materials 


MERCHANDISER 


New Product Parade 





Pr 


First Matched Hardware Grouping Introduced 


Hardware matched in design and finish for interior and ex- 
terior doors, windows and kitchen cabinets has been introduced 
by the Medalist Hardware Division. Called Colonial Classic, 
the items are furnished in antique brass finish. 

In introducing Colonial Classic, Floyd Palm, Jr., Medalist 
director of sales, said, “We wanted to make available from one 
source a completely matched hardware set to meet the growing 


trend to colonial and traditional style homes.” 

Included in the Colonial Classic grouping are: Keylock, Pri- 
vacy, Passage and Dummy Trim Locksets; Lockset Trim, in- 
cluding Entrance Handle and Square Entrance Escutcheon; 
two knobs, two pulls and a hinge for kitchen cabinets; sash 
lock and lift; and door butts, measuring 34%” x 3%” and 4” x 
4”. Medalist Hardware Div., National Lock Co. 


Circle No. 201 on Handy Cover Card 





Trying Before Buying 
A try-it-yourself kit en- 
ables a customer to test the 
new %” Dirk electric drill 
before buying. Kit, which 
becomes a counter demon- 
strator, lets customer drill 
into a replaceable block of 
wood. Customer may see 
how the Dirk with its 3-amp 
motor at right angle to the 
drilling axis can work in 
tight corners. Disston Divi- 
sion, H. K. Porter Co. 
Circle No. 202 on Handy Cover Card 
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Fire Base for Grills 
Zonolite’s Bar-B-Sorb min- 
eral fire base for use under 
charcoal makes starting a 
fire easier, absorbs drippings 
and insulates firebox, says 
maker. Bar-B-Sorb is avail- 
able in a new eye-catching 
red, yellow and black bag, 
which holds a half bushel of 
the vermiculite product. Lit- 
erature and prices are avail- 
able to dealers. Zonolite 
Company. 
Circle No. 203 on Handy Cover Card 


Pull Pack Twine 


New coreless tubes of 
twine are individually 
wrapped in a dust-proof skin 
pack, which is heat shrunk 
around tube. Twine feeds 
from center and will not 
tangle, unravel or unwind. 
Twine is kept clean, always 
ready for use. Available in 
large and small tubes, in 
jute, sisal and cotton twines. 
Catalog page is available. 
John H. Graham & Co. 

Circle No. 204 on Handy Cover Card 


For more facts, 
use handy back 


Pole Fits Anywhere 
Stay True Story Pole is 6’ 
long, all aluminum and costs 
$34.50. Fits outside or in- 
side corner, at tail of lead or 
along the line. Three line 
holders are keyed to pole. 
Cuts in-the-wall costs of unit 
masonry by 20%-30% for 
contractors who use no story 
pole system or reduces costs 
for those using complex sys- 
tems, says maker. Goldblatt 
Tool Co. 
Circle No. 205 on Handy Cover a 
(continued on page 22) 
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SOUTHERN SCREW 
SPECIALIZES IN 
PACKAGED PROFIT 
a! 3°, Aree 


Profit-wise dealers stock the SOUTH- 
ERN line because Southern Screws 
move out fast. Here’s why: 


e They're pre-sold by hard-hitting 
national and trade advertising 


e They’re USA-made of USA materials 


e They're readily available thru wide- 
awake distributors in a wide range 
of sizes, head styles and finishes 


e They’re easily spotted and positively 
identified with the colorful “EZ to 
Ce” labels 


FLAT Learn what packaged profit in fasteners 
really means—get in touch with your 


HEAD nie 
BRASS Southern distributor now! 
ice Boke 


MAOIT INU S A 


SCREW COMPANY 


STATESVILAE 6+ «NORTH CAR OLIN A 


Tapping Screws © Machine Screws & Nuts 
Carriage Bolts *« Wood Drive Screws 


Manufacturing and Main Stock in Statesville, North Carolina Warehouses: New York ¢ Chicago ¢ Dallas « Los Angeles 
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Counter Top full 1%’ thick; available with or 
without backsplash. 


Portable Block Style “A” with stainless counter 
insert shown. Also Style “B” insert with stainless 
“T" sink frame; Style “C" insert machined with 
Y2'' flange for drop-in positioning. 


Lunch & Serve Board illustrated. Chopping 
Block, Pastry-cutting, Bread and Ham Boards 
also available. 


Write today for free 
copy of this color-tone 
illustrated bulletin list- 
ing specifications and 
sizes for the full line of 
Sensenich Woodenware. 
Stocks of all products 
are on hand ready for 
prompt delivery. 


Dept. AL, SENSENICH CORPORATION 


Lancaster, Pennsylvania 


Circle No. 12 on Handy Cover Card 





Hardware Store Business 








Two New Pocket Door Frames 


A new style of pocket door frame that 
eliminates preassembly and installs easily 
is announced. Frames are available in 
two styles: No. 1420, which includes 
track; adjustable hangers; nylon guides 
and steel jambs and studs with wood in- 
serts for nailing; and No. 1410, which 
is the same as 1420 except that steel 
jambs have nailing holes for horizontal 
wood wall slats. 

Assemblies are completely packaged, 
ready for job-site delivery for door sizes 
from 2’ to 3’. John Sterling Corp. 

Circle No. 206 on Handy Cover Card 


For more facts, 
use handy back 


cover coupon. 


Aluminum Mail Drop 


Made of sturdy extruded 
aluminum, the new M-D 
Mail Drop is available in 
four Anodized finishes: Satin 
and Albright, which retail for 
$7.95, and in Albras and AI- 
black, which retail for $8.95. 
Oversize slot measures 1114” 
wide x 15%” high. Two- 
door model also is available. 
Sales aids include display 
model shown above. Mack- 
lanburg-Duncan. 

Circle No. 208 on Handy Cover Cord 


NEW PRODUCT PARADE 


(begins on page 20) 
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Taping Knife also a Hammer 

A new taping knife has a solid brass 
head at the end of its handle. It doubles 
as a hammer at the twistof a wrist. 
Called the Tape Mate, it saves user the 
trouble of switching back and forth from 
knife to hammer when taping joints and 
pounding interfering nails. 

Tape Mate’s blade is available in three 
sizes: 4”, 5” and 6”. Tenite handle, as 
well as brass head, is anchored to a full 
length tang. Tape Mates are packed 6 to 
a box. List prices range from $2.25 to $3. 
Red Devil Tools. 

Circle No. 207 on Handy Cover Cord 





Dual-Purpose Bracket 


An embossed steel, two-piece bracket 
supports both a shelf and clothes rod. 
It mounts flush to wall in new con- 
struction or adjusts to %” hook strip in 
existing closets. Bracket supports pole 
or rod %” to 1%” diameter. 

Two of the No. 113 Adjustable Shelf 
and Rod Brackets are recommended for 
each 4’ shelf length; add one bracket 
for each additional 2’. A companion 
item, No. 114, consists of a one-piece 
rod bracket only without adjustable 
shelf support. National Mfg. Co. 

Circle No. 209 on Handy Cover Card 
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LET BOSTITCH...YOUR INVISIBLE 
SALESMAN...HELP YOU SELL MORE 
CEILING TILE ...get 2 kinds of profit 


Featuring easy installation with the Bostitch T5 
Tacker can help you sell more ceiling tile. 


In fact, when you feature sale or rental of the 
T5 it will help you sell more screening, insulation, 
cornerite, metal lath—everything it fastens. 


Profit comes from 2 directions. There’s the 
profit from the tool sale or rental and staples that 
go with it. And there’s the profit on the material 
to be stapled. 
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For 2 kinds of profit, feature Bostitch tools. 
Bostitch staplers are nationally known and re- 
spected. They’re easy to sell. Advertising (which 
always features you) constantly finds new pros- 
pects. Rugged dependability—with free service on 
the T5—means satisfied customers. 


Put Bostitch—your Invisible Salesman—to 
work now. Call your Bostitch representative. He’s 
listed under “‘Bostitch” in the telephone book. 


Profits are better and faster with 


BOSTITCH 


STAPLERS AND STAPLES 
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Gross Margin 


Net Operating Profit 
Total Net Profit 


MICHIGAN NORTHWESTERN 


26.38% 
56% 
NA 


24.70% 
70% 
3.01% 


SOUTHWESTERN 


25.53% 
3.15% 
3.66% 


—Based on cost-of-doing-business surveys for 1960 released by 
Michigan Retail Lumber Dealers Assn.; Northwestern Lumber- 
mens Assn. and Southwestern Lumbermens Assn. 


1960 Dealer Profits Decline 


* First regional dealer association reports indicate a general 
drop in profit percentages, in some cases down to 1% of 


sales. 


* Individual dealers, however, reported net profits as high 


as 14%, of sales. 


® Small yards did the best job of maintaining their profit per- 


centage compared to 1959. 


¢ Large yards ($750,000 volume and over) showed the most 


serious profit slip. 


RICE COMPETITION and declin- 

ing sales for new home construc- 
tion made retailing unprofitable for a 
sizable number of building materials 
dealers last year. 

Cost-of-doing business survey re- 
sults have been disclosed by three fed- 
erated regional dealer associations. 
The averages for all sizes of dealers, 
based on the survey results, are high- 
lighted above. 

In most cases dealers reported a 
drop in operating profits in 1960 com- 
pared to the year before. For in- 
stance, the average net profit before 
taxes for southwestern dealers in 1960 
was 3.66%, compared to 4.70% re- 
ported in 1959. The southwestern 
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dealers had the highest net profit of 
the first three associations reporting. 

There was a big difference between 
operating profits and total net profits 
reported by northwestern yards. The 
total figure includes income other than 
from operations. In the northwestern 
area, as elsewhere, the average net 
was brought down by the relatively 
poor earnings of large-volume deal- 
ers. 

W. H. Badeaux, executive secretary 
of the Northwestern Lumbermens 
Assn., said the results told the story of 
“what turned out to be the most dis- 
astrous year for retail lumber dealers 
in our area since our survey was 
started in 1952. 


“Only one dealer category—Class 
D—improved on their 1959 show- 
ing,’ Badeaux said. “Dealers in this 
group increased their net _ profits 
from 3.99% to 4.31%. All other cate- 
gories showed increases in expense 
percentages, not sufficiently offset by 
an increase in gross profits.” 

The 1960 survey of the Michigan 
Retail Lumber Dealers Assn., com- 
puted by Ernst & Ernst of Grand 
Rapids, reports operating profits only. 
The average net profit for all sizes 
of companies in 1960 was just half of 
the 1.03% reported for 1959. 

Other association surveys were not 
as yet received as this issue went to 
press. 

Northwestern’s Badeaux summed up 
one of the main reasons for the poor 
operating performance of dealers with 
this analysis: 

“As long as the industry persists in 
establishing sale prices based on a 
standard markup across the _ board, 
with discounts to certain volume 
buyers, the situation which happened 
in 1960 will happen in the future. The 
principle of compensatory pricing 
which was so named by Art Hood and 
‘pricing to fit the sale’ has been 
thoroughly tested and found to be the 
answer to this problem by many lum- 
ber dealers. Each dealer must work 
out a price list based upon his cost of 
operation for each type of sale.” 

Some dealers, of course, reported 
excellent earnings. In Michigan, net 
profits ranged as high as 14.73% of 
sales. 
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He has a problem 


... you have the solution... 


PEeNNUERNON 


Baseball season is here. Chances are, quite 
a few home runs and foul tips will find their 
way through your customers’ windows. You 
can help them solve this problem if you sell 
PENNVERNON Window Glass. (Of course, you 
can’t ignore your other customers either— 
builders and home repair contractors—be- 
cause they’re in their busy season, too.) 
When you stock PENNVERNON, you’re in 
line for plenty of repeat business. Customers 
will keep coming back because when you sell 
them PENNVERNON, they get a quality glass 
that has a brilliant surface and remarkable 


transparency, thanks to PPG’s unique manu- 
facturing process. You don’t have to worry 
about big inventories crowding the back of 
your store, since you can get quick delivery 
from your PPG branch or distributor. He 
carries a complete range of sizes and 
strengths. And, he can supply you with a full 
line of sales aids, including signs, plans for 
display racks, counter cards, decals, give- 
away folders and ad mats. There’s a Pitts- 
burgh branch or distributor near you. Or 
write Pittsburgh Plate Glass Company, 632 
Fort Duquesne Blvd., Pittsburgh 22, Pa. 


° Pittsburgh Plate Glass Company 


G Paints + Glass +» Chemicals + Fiber Glass 
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In Canada: Canadian Pittsburgh Industries Limited 


{ar 
pennueRnnon 
WINDOW GLASS 


the world’s finest 


window glass 
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One call does it all. 

Save time and money on 
plywood and specialties 
by calling Vanply first. 
Save, too, with full car 
prices on mixed cars. 
Yes, you will be way 
ahead if you always rely 


on Vanply. 


VANCOUVER PLYWOOD CoO. | 


P.O. BOX 720 
VANCOUVER, WASHINGTON 
Phone OXford 3-2514 * TWX,VAN-648 


Circle No. 15 on Handy Cover Card 


for Quality 
ma As celele, 
and Specialties 


- INTERIOR e EXTERIOR 
MARINE ¢ SHEATHING 
SPECIALTIES 
IMPORTS 
HARDBOARD 
PARTICLE BOARD 


PRODUCED BY: > 
Fort Vancouver Plywood Co. 
North Pacific Plywood, Inc, . 
Tillamook Veneer Co. : 
Southern Oregon Plywood 
Three Sisters Plywood, Inc. 
Hub City Plywood Corp. 

PV Brand Hardboard 

White City Plywood Co. 
Van-Evan Co. 
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BMM 
SPECIAL 
REPORT 


new facts 


about shell. 


slalom eerere sy 


aleleliiare 


(See Page 5) 


THE TREND IN LIGHT CONSTRUCTION is to economy homes. In shell 
houses alone, sales will probably be well above 100,000 units this year for 
permanent family residences. In addition to sale of shells for low-income 
families are vast markets in vacation or leisure-time homes and economy- 
priced retirement homes. 


All of this points to one word: SPECIALIZATION IN HOUSING. Shell and 
other low-cost home packages are financed and merchandised in a different 
way than other housing. 


The low-cost home field is a “natural” for the typical lumber and building 
materials merchant. For instance, the big market is in rural areas where 
the dealer is kingpin. 


Economy home packaging ties in with the development of the Dealer Sales 
Control (DSC) management concept used by progressive retailers. 


On the following pages are new facts on shell and low-cost homes. Turn and learn. 
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00% LOANS 
100% LOAN 


ECONOMY MODEL HOMES have been erected by scores of dealers who are 
promoting the program sponsored by the Institute for Essential Housing. Display 


of homes above is by Crabtree Lumber Co., Jacksonville, Fla. Single models in 
two locations are maintained by Livable Home Builders Inc., a division of Ruston 


(La.) Lumber Co., Inc, 
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(begins on page 27) 
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Dealers Tap Low-Cost Home Market 


¢ More dealers are extending their Dealer Sales Control 
range, with additional profit, by handling the shelter needs 


of low-income customers. 


® Financing is the key to surprising sales response in what 
had heretofore been considered a marginal market. 


CORES OF DEALERS around the 

country are proving to their satis- 
faction that the new-house market is 
very lively—provided the selling price 
is right. 

Promoting and _ selling low-cost 
homes, dealers are discovering, is an- 
other profitable step toward Dealer 
Sales Control (DSC). Consequently, re- 
tail building materials dealers are be- 
coming a more important factor in the 
whole-house market than ever before 

Many parts of the country are over- 
built in the medium-price range, but 
sales of low-cost homes this year in- 
dicate a market that was barely 
tapped heretofore, especially outside 
of the big cities. 
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A cross-country check of dealers by 
Building Materials Merchandiser re- 
veals dealers active in every phase of 
the low-cost market from the shell to 
the turn-key job. They are offering 
plenty of options in living space, ap- 
pliances and other extras, so that the 
final sale is usually far above the low- 
end. 

One of the prime stimulants to lum- 
ber dealer participation in low-cost 
home sales has been the Institute 
for Essential Housing, a division of 
Certain-teed Products Corp., with a 
program so carefully researched and 
planned in all stages that it has en- 
couraged some dealers who have nev- 
er been active in supplying new homes 


to take the lead. 

Complete package. In some cases, 
for the first time, dealers are divorc- 
ing themselves from the liability of 
their contractor customers and han- 
dling the complete package—including 
labor—on their own. One southern 
dealer said he would prefer to work 
with his contractor customers, if they 
want to go along; otherwise, he will 
build with his own crews. 

Many people in the building indus- 
try have felt that the primary market 
for low-cost houses was in leisure, re- 
tirement or second homes. They have 
been pleasantly surprised to find that 
many buyers of low-cost homes are 
first-home buyers. Until now, these 
people have associated low price with 
low quality and have hesitated to take 
a gamble. This type of buyer is in 
addition to the low-income buyer of 
shell homes. 

While the IEH homes are offered 
in four optional stages of completion, 
the shell or minimum package is al- 
most never sold. The real demand in 
the Institute program appears to be in 
the ready-to-live-in stage or the com- 
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pletely finished house, a turn-key job. 

For example, R. L. Van De Walk- 
er, sales manager for the IEH pro- 
gram for Crabtree Lumber Co., Jack- 
sonville, Fla., reports that 10 of the 
21 homes sold by his firm in the early 
months of the program this year were 
completely finished houses; seven were 
in the ready-to-live-in stage and three 
were in the basic stage, plus materials 
package for finish; one was the basic 
package, plus complete materials pack- 
age; no shell houses were sold. 

W. A. (“Dub”) Jones of Ruston 
(La.) Lumber & Supply Co., Inc., re- 
ports 25 low-cost house sales in the 
first three months of his program, but 
none in the two minimum categories. 
Sixteen were sold in the ready-to-live- 
in stage, seven as completed homes 
and two in the basic stage, plus com- 
plete materials package for finish. 

“Dub” Jones has been active in land 
development and home building in 
Ruston, La. for almost two years, but 
the IEH program has enabled him to 
expand this field. 

“It’s a market we couldn’t touch be- 

an who makes $50 a week 
and maybe has an acre of land in the 
middle of a pasture. Some of our 
customers were renting and didnt 
think they could afford to build until 
we pointed out the features of our pro- 
gram. Other customers have been in 
the low-income retirement group.” 

These customers have hesitated to 
tie up their life savings, but find the 
IEH options well within their means. 
One of Jones’ customers made a down 
payment of $1,000; one for $2,000 
and a third for $3,000 as proof that 

(continued on page 30) 


ENTIRE HOUSING PRICE RANGE from the low-end up to exclusive lakefront lots at 


Cypress Springs Place is covered by dealer W. A. 


ber Co. 


SIGN INSIDE MODELS (right) of 
Crabtree Lumber Co. economy 
homes in Jacksonville clearly ex- 
plain what is included in packages. 
Below, sales team for Crabtree 
Lumber pose in front of sign which 
tells the variations between basic 
shell and finished home plans. 
(Company has three other sales- 
men not pictured). 


PRICE Mol 
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“Dub” 


Jones, Ruston (La.) Lum- 





NEW INSTITUTE St 

TOG COMPLETE HOME 7) YOUR LAND 
FINE BIG HOMES 
READY TO LIVE IN 
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NO MONEY DOWN 


NO EXTRA CLOSING COST 
¢ PAID UP INSURANCE « MORTGAGE LIFE INSURANCE 
FOR THE FIRST TIME ANYWHERE . ... 


HOUSES IN VARIOUS STAGES OF COMPLETION 


NOT PRE-FAB—- put READY TO LIVE IN 


FOR LESS PER MONTH THAN YOU’D PAY 
FOR SHELL ALONE 





WILL BULLD ANYWHERE SEE 

DISPLAY 

12430 State 
Road 13 


Ome mite south of Little Train 











DISPLAY 


3435 Beaver 


PHONE 
EV 7-2831 LEH) 


SEE 


FEDERAL 


at HOME BUILDERS, INC 
3435 WEST BEAVER 








Nothartsed [KH Bwitder-Dealer 


FL 9-6644 


FULL-PAGE AD by Crabtree Lumber Co., 


economy homes. Note emphasis on 
pany will sell basic shell package. 





Low-Cost Home Market 
(begins on page 28) 





prospects do have some ready cash. 

Jones has a full-time sales manager, 
Robert Woods, who had experience 
selling shell homes before he joined 
Livable Home Builders, Inc., a divi- 
sion of Ruston Lumber & Supply, Inc. 
Woods has two salesmen working for 
him. 

Northeast active. A very active low- 
cost home dealer in the northeast is 
Ralph R. Woodbury of Woodbury 
Lumber Co., with headquarters in 
Glens Falls, N. Y. He has model IEH 
homes in Glens Falls, also at branch 
yards in Schenectady and Whitesboro, 
N. Y. and Burlington, Vt. 

Fifteen homes were sold and fi- 
nancing approved within two weeks 
after the models were opened, Wood- 
bury said. Sales leads have come in so 
fast that it has been impossible to serv- 
ice them all, even though salesmen 
have stayed in model homes as late as 
midnight. 

“I estimate that we’ve got at least 


30 


Jacksonville, plays up features of 
‘ready to live in," 


PHONE 
AM 8-9337 ‘ 
THE INSTITUTE FOR ESSENTIAL HOUSING 


THREE LOW-COST HOMES above were 


even though com- (La.) 


recently sold by subsidiary of Ruston 
Lumber & Supply Co. 


Packages 


ranged from $5,150 to $5,980. 


150 hot leads in the Glens Falls area,” 
said Woodbury. The enthusiasm and 
interest in low-cost homes has been so 
great that Woodbury was invited to 
address the Ticonderoga (N. Y.) Ki- 
wanis Club on the details. 

Woodbury has a sales manager in 
each model home location and pays 
4% commission on sales. Average 
commission runs about $300 per 
house. Each sales manager also has a 
secretary on location at each model. 

Promotion program. Besides pro- 
moting through radio, newspapers and 
model homes in two locations, sales 
manager Woods believes there is no 
substitute for bird-dogging. He calls at 
country stores, filling stations and 
house-to-house to dredge up hot leads. 

“I look on this business as a com- 
pletely ‘plus’ package for the lumber 
dealer,” says “Dub” Jones, who finds 
a need for low-priced lots to supply 
this market. 

For customers in the upper-income 
category, Jones has attractive sites 
overlooking Cypress Lake, where the 
14 houses built thus far have sold for 
$20,000 and up. Houses back from 
the lakefront will bring $13,000 to 
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$15,000. Jones has worked with real- 
tors and contractor customers in pro- 
moting this area. Lot sales are made 
both to home prospects and contrac- 
tors. This operation is under the name 
of Ruston Development Corp., a divi- 
sion of Ruston Lumber & Supply Co. 

Jones encourages contractor partici- 
pation by allowing 10% discount on 
lots if they will erect a model home, 
plus regular contractor discount on 
materials. “Dub” Jones and his broth- 
er, H. R. Jones, have built several 
houses in this area on speculation, but 
“we try to encourage our contractor 
customers in this field,” adds “Dub”. 

Average price of the lakeside lots 
has been $4,500, with lots outside the 
lake area going for $25 per front foot. 
Lot owners with lake frontage have 
the advantage of the exclusive use of 
the lake through the Cypress Lake 
Recreation Corp., a private club. 

In Unit 2 of the Cypress Springs 
Place development, the cost of land for 
56 lots totaled $15,823.28 and the 
cost of utilities and improvements 
ran $47,760.01 for a total cost of 
$63,583.29. Cost per lot was $1,135.42 
and the average estimated sales price 
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is around $2,200. 

Dealer’s role. Jones believes that 
land should be a part of a lumber- 
yard’s operation. He thinks a dealer 
should have as much invested in lots 
as in merchandise. Jones will accept 
trade-in lots when he feels he can use 
them to advantage. 

Still another advantage of the low- 
cost home program, Jones believes, is 
that demand for millwork and other 
items for these homes has enabled him 
to buy more advantageously, often 
carload lots. 

Display ads featuring the Ruston 
Springs Development play up the ad- 
vantage of country living, with a 14- 
acre lake in the backyard. “Home 
building is not the problem it once 
was,” says the headline, because “the 


folks at Ruston Development Corp. 
have taken all the headache out of 
building a house.” 

Goal: 200 homes, Wally Reid, con- 
struction manager for Crabtree Lum- 
ber Company’s low-cost home pro- 
gram, is shooting for 200 units this 
year. He has two graduate engineers 
on his payroll and about a dozen car- 
penters. Electrical and plumbing work 
is subbed. Crews are paid a fixed 
price for each job. 

Reid stresses quality both in ma- 
terials and workmanship. Most of the 
mechanics on these jobs, he said, usu- 
ally work on $15,000 to $30,000 
homes. They are available for low- 
cost home construction because Jack- 
sonville is one of many cities which 
has been overbuilt in the middle 


range. 

Crabtree salesmen have been suc- 
cessful in their efforts to upgrade 
nearly every sale with additional 
square footage, better kitchens, extra 
half-baths and a carport, for example. 
Salesmen receive a 30% profit on 
these extras. The firm buys appliances 
in carload lots and these are frequent- 
ly sold as part of the package. 

This Jacksonville firm has two 
model home locations, one with four 
models on display on a well-traveled 
route and a second model in a small 
town. The seven salesmen, in addition 
to sales manager R. L. Van De Walk- 
er, include a former building materi- 
als salesman for Montgomery Ward, 
a former builder, a former insurance 

(continued on page 32) 


Turn-key Economy Homes “On-Your-Lot’’ 


HousTON 

GROUP of lumber and building 

materials dealers here have suc- 

cessfully sold $8,000 to $15,000 house 

packages (excluding lot) for many 
years. 

Their on-your-lot programs feature 
complete homes delivered and erected 
within a 100-mile radius of Houston. 
Prices on a home will vary as much 
as $900, based on 14 delivery zones. 

Display homes are built on highway 
locations, usually with three or more 
models. The sales organizations for 
these homes are usually set up as 
separate divisions of lumber compa- 
nies. Erection labor is sub-contracted. 

The package programs have worked 
so well for some yards that the bulk 
of their building materials are sold to 
company-owned home building sales 
organizations. 

An example is the Modern Homes 
division of Statewide Lumber Co., 
which sold more than 300 on-your-lot 
homes last year. 

Officers of the division and of the 
parent building materials company are 
shown at right. The division accounts 
for 75% of total sales made by 
Statewide Lumber. 

Statewide branched into the home 
improvement contracting business 
soon after the retail yard was formed 
in 1945. Then the firm tried garage 


MANAGEMENT TRIO in front of display 
homes and sign which symbolizes Dealer 
Sales Control of on-your-lot homes: J. B. 
Behin, president of Statewide Lumber 
Co.; Jim Evans, manager of Modern 
Homes division and Doug Behin, State- 
wide retail manager. In addition to the 
home display shown, a Modern Homes 
model was recently erected at the Gulf- 
gate Center, major shopping plaza in 
Houston. 


prefabrication. Shell house merchan- 
dising was also tried several years ago. 

But the Behin brothers, along with 
other Houston dealers and _ builders, 
figured it best to provide as complete 
a home package as possible—but to 
keep the on-your-lot feature of the 
shell business. 

The homes are generally priced 
above the minimum-house range, but 
below the houses in new home tracts 
around Houston. Modern Homes also 
builds custom houses. 

Sub-contractor crews work almost 
exclusively on the 13 standard models 


July 17, 1961, BUILDING MATERIALS MERCHANDISER (American Lumberman) 


of Modern Homes. There is also a 
high degree of specialization of skills 
and duties, making erection fast and 
efficient. A mechanic need only be 
at any one site for two days. 

Statewide has always arranged fi- 
nancing for its Modern Homes cus- 
tomers. Last year the Behins went an- 
other step and organized their own 
mortgage loan firm. Now, most 20- 
year 7% mortgage commitments are 
made before construction. Applications 
for loans are reviewed each Friday at 
a staff meeting of Statewide and 
Modern Homes executives. 








Low-Cost Home Market 


(begins on page 28) 





agent and Martha and Jack Mc- 
Cracken, real estate brokers. These 
salesmen have helped customers buy 
lots on which to build. 

Crabtree will sell low-cost homes in 
any part of northeast Florida. One 
house was sold 72 miles from down- 
town Jacksonville. Crabtree customar- 
ily delivers materials in five loads to 
the job site. Delivery is free up to 15 
miles, with a charge beyond that 
point. 

Expansion program. Last month, 
IEH headquarters told Building Ma- 
terials Merchandiser that $1,250,000 
a week is being processed in mort- 
gages for less than 100 authorized 
dealers. They reported that some 200 
additional IEH dealers in all parts of 
the country are now building model 
home displays ranging from. single- 
room cottages to expensive  three- 
bedroom homes. 

Several hundred additional dealers 
have recently been franchised and a 
total of 500 model home displays are 
predicted before September 1. 

IEH officials are quick to differen- 
tiate their program from the or- 
dinary shell house builder. The IEH 
financing plan through Universal CIT 
penalizes the purchasers of the bare 
shell by making his monthly terms 


much higher than those for buyers in 
higher-priced categories. 

Commented a spokesman for IEH: 

“We feel that by discouraging both 
the salesman and over-optimistic buy- 
er, an effective brake is applied to the 
exploitation of low-income families 
who succumb to the so-called ‘shell- 
racket’ and contract to the limit of 
their credit capacity for shells they 
could never complete.” 

Another key to their phenomenal 
growth, says IEH, is their ability to 
finance homes in rural or undevel- 
oped areas where land costs are low, 
taxes even lower and conventional fi- 
nancing virtually unobtainable. 

“IEH will go where bankers fear to 
tread,” said S. J. Schwinn, chairman 
of the Institute’s Advisory Board. 
“Even with the proposed FHA long- 
term mortgages, this area will long be 
a no-man’s land for conventional 
mortgage institutions.” 

Complete details of the IEH pro- 
gram were covered in a four-page ar- 
ticle in the January 30th issue of 
Building Materials Merchandiser. 

Cash sales. Although finance plans 
have been one of the prime reasons 
for growth of low-cost homes, both for 
vacation cottages and permanent 
dwellings, many dealers report that 
low-cost packages can be cash sales. 

An example comes from McCoy’s 
Churubusco (Ind.) Lumber Co., which 
two months ago issued a promoticn 
piece offering a 22’ x 32’ shell de- 


livered and erected on the buyer's lot 
and foundation for $1,495. 

The headline pointed out, “You Can 
Own This 2-Bedroom Home for 2 
the Price of a New Car.” 

In less than two weeks, four shells 
were sold: three for permanent homes 
and one for a lakeside cottage. That’s 
no big shakes, but a profitable amount 
of business for a typical small-city 
dealer. 

Cliff Deel of McCoy’s says that his 
company will help finance such pack- 
ages but that most of the prospects in 
his area will probably buy for cash. 

Maynard Spann of Pierceton (Ind.) 
Lumber Co., has sold shell-type cot- 
tages built with Lu-Re-Co panels dur- 
ing the past several years. The shell 
buildings are financed through local 
lending institutions with conventional 
mortgages. 

New plans. Allied Building Credits 
has financing plans for shell homes. 
This firm is now working with the Ril- 
co division of Weyerhaeuser Co. on a 
similar finance plan for farm buildings. 

A new shell house program for job- 
bers and dealers is getting underway 
in Texas, slated to be on a national 
scale. Details of this plan, called All- 
American Homes, is on page 44 this 
issue. 

On page 40 is an exclusive in- 
terview with the president of the Shell 
Home Finance Corp., Atlanta, a firm 
that is growing rapidly in the special- 
ized financing of low-cost dwellings. 
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and all dressed up, end 
stamped and waxed. 
Every foot of lumber comes 
to you kiln-dried and 
moisture metered through rigid, 
quality controls. Straight 
and mixed cars— 
Ponderosa Pine, Douglas 
Fir, and White Fir... 
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A SOLID SUCCESS! 


There’s no business like ‘ DOUGH” business . . . 
those extra sales and profits dealers all over the 
country are making . . . thanks to the solid success 
of RUBEROID Polymerite Floor Tile. 


There’s never been a product like revolutionary 
Polymerite Tile. First and foremost it’s a quality 
tile with outstanding ‘‘ease of maintenance”’ char- 
acteristics. It gives your customers grease re- 
sistance, flame retardance, up to twice the wear of 
asphalt, the clear colors of ‘“‘expensive”’ tile . . . at 


RUBEROID Polymerite Tile conforms to Fed. Spec. SS-T-306b Asphalt Tile; 
$S-T-307, Grease Resistant Asphalt Tile; and the flame retardant qualities 
of Military Specification MIL-T-18830 (Ships) 
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great savings! No wonder customers are snapping 
it up. Polymerite is a solid sales success. 
RUBEROID Polymerite Floor Tile is supported 
by national advertising in 4 colors. Handsome in- 
store displays, colorful literature, ad mats... every- 
thing you need to do a big job is available. Call 
your sales representative or write us directly. 


(RUBEROID’) 


POLYMERITE 


Pat. Pending 


FLOGH. ius 


733 Third Ave., New York 17, N. Y. 
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“Big A” Arkansas Soft Pine 


LOCK=-DECK 


Straight, Strong, Dry Glued Laminated Pine Roof Decking 


from Bradley-Southern Division of Potlatch Forests, Inc. 


Saves up to 50% in installation cost. 


Gives 5% to 10% greater coverage. 


Eliminates splines and drilling. 


Reduces shrinkage, checking, bowing, 
crooking, cupping and twisting. 


Provides choice of attractive facings. 


For Your Western Lumber 
Needs Contact These 
PFI Offices: 
PITTSBURGH, PENN, 
1615 Oliver Bidg. 
KANSAS CITY, MO, 
POTLATCH FORESTS, INC. 207 Bryant Bie 
DEER PARK, WASH, 
BRADLEY -SOUTHERN DIWISION Deer Park Ind., Inc. 
ee CHICAGO, ILL. 
20 N. Wacker Dr. 
NEW BRUNSWICK, N, J, 
Post Office Box 55 
JACKSONVILLE, FLA. 
4113 Longwood Rd. 
LEWISTON, IDAHO 
/ General Offices 
Circle No. 18 on Handy Cover Card 


WARREN, ARKANSAS 
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RELY ON 
’ Quality 


Building 
Products 


3 NEW SIMPSON PRODUCTS DESIGNED TO MAKE YOU MONEY 


... Through easier sales, bigger tickets, tie-in packages. 


1. Simpson Forestone® 
2. Simpson Easy-Wall 
3. Simpson Doors 


... full details on the next three pages 











ANSWER BOTH BUILDER AND HOME OWNER 
NEEDS WITH THESE 3 SIMPSON PRODUCTS 


Here are three new Simpson 
building products which are a 

boon to your customers — and your 
profit picture. They attract and 

sell home owners as well as builders, 
through ease of application, lasting 
beauty, versatility and ultimate 
economy. This means more 
profitable sales for you. Full 

color pages in Better Homes & 
Gardens and major builders’ 
magazines are helping interest your 
customers. Ask your Simpson 
distributor or mail the coupon 

on the back of this insert 

for full information. 


~~ 


~ fe hee 


START WITH FORESTONE, the original, 
and leading, textured woodfiber 
acoustical ceiling tile. It decorates 
and sound conditions at the same 
time, permanently. It sells easier be- 
cause it saves installation time and 
eliminates need for ceiling finishing 
or painting. It satisfies your cus- 
tomers with a modern ceiling and a 
quiet room in one operation. 


WHY FORESTONE IS EASIER TO SELL. 
Your customers can see and feel the 
deep-etched texture and multi-fibered 
characteristics that absorb up to 70% 
of all sounds striking it. This is no 
imitation printed surface design, but 
the finest of sculptured ceilings. The 
soft-white pre-finished surface has a 
hint of gold in the fissures. All four 


popular textures—classic fissured 
and three exclusive decorator designs 
—can be repainted, if desired, with- 
out loss of three-dimensional beauty 
or sound control. 

All Forestone has a special flame- 
resistant coating and exclusive Bio- 
tox process protects it against ter- 
mites, dry rot and mold. 

CLOSE MORE SALES WITH LESS STOCK. 
Four authentic textures satisfy all 
types of prospects. Starlite, Drift- 
wood and Striated come 12” x 12” 
x ie” with flange joint or butt edge. 
Fissured comes in 12” x 12” x %e” 
or 12” x 24” x %«” flange joint. All 
are suitable for stapling, nailing, 
mastic or suspension installation. 
Forestone is recommended for 


LL MORE THAN CEILINGS...SELL THE COMPLETE SIMPSON ROOM PACKAGE 


churches, apartments, homes, stores, 
banks and similar institutions where 
both effective sound control and dec- 
orative benefits are desirable. Fac- 
tory-packaged —56 square feet per 
carton, with full instructions inside 
—and each sale is several cartons, 
plus installation materials. 

SIMPSON IS YOUR BEST SOURCE with a 
complete range of ceiling products 
including Forestone, tapestry white, 
standard or random-drilled tile, new 
petite pattern acoustical tile and a 
variety of roof deck. For complete 
information on these and other Simp- 
son quality building products see 
your Simpson distributor or clip and 
mail the coupon on back. 





A CEILING SALE MEANS AN ADDED 
PROSPECT FOR EASY-WALL PARTITION 
AND PANELING 


Simpson’s exclusive Easy-Wall is 
completely pre-finished, and random 
planked, with the luxurious look and 
feel of fine woods. It is simple to 
install and the in-place cost is low, 
but the profits are substantial. 


EASY-WALL CAN HELP SELL ITSELF. It is 
distinctive enough for you to quickly 
show and demonstrate its virtues. 
Both paneling and partition consist 
of ¥%” random grooved, wood- 
grained hardboard, laminated to 
Simpson insulating board which pro- 
vides rigidity and eliminates the hol- 
low, drum-like effect of ordinary pro- 
ducts. The authentic select wood 
grain is completely protected, be- 
cause it is gravure-printed on the re- 
verse side of a tough, durable vinyl 
surface which is permanently bonded 
to the hardboard. The real cherry 
grain comes in Cherry Mocha—a 
rich natural brown, or Cherry Mist — 
a warm gray. 


CHERRY MOCHA CHERRY MIST 


*Reg. U.S. Pat. Off. 


These wood grains are fade-proof; 
finishes withstood fadeometer tests 
equal to five years of direct sunlight 
with no evidence of fading or discol- 
oration. Where a painted surface is 
desired, Easy-Wall is available in 
opaque primed hardboard surface. 
YOU CAN SHOW EASE OF MAINTENANCE 
by smearing dirt or grease on the 
vinyl surface. It wipes off with a little 
soap or detergent and water. 

You can show heat and sound insul- 
ation by pointing out the fibrous 
construction of the insulating board 
core or backing. An inch of Easy- 
Wall stops more heat loss than 9 
layers of %” gypsum board or 36 
inches of concrete, and severely re- 
stricts transfer of sounds. 


SELL BUILDERS OR HOME OWNERS. Easy- 
Wall lowers the cost of a finished 
room. A single crew completes a 
room in hours, not days. Labor sav- 
ings can be as much as 50% for each 
room and construction speeded to a 
marked degree . . . without sacrificing 
quality or appearance. Each sale 
brings you prospects for additional 
business. 

EASY-WALL PANELING is 5%” thick, has 
single pre-finished hardboard sur- 
face with 2” insulating board back- 
ing. Flanged, tongue and groove 
edges guarantee alignment and allow 
blind stapling or nailing for unmarred 
surface beauty. 


Sell panels for interior perimeter 
wall and load-bearing partitions. Unit 
size 2’ x 8’ or 10’, packed 6 units to 
carton and gives you big-ticket sales. 


EASY-WALL PARTITION is 1%” thick, 
has pre-finished hardboard surface 
on both sides, laminated to solid 
1%” core of insulating board. Spline 
joints align and lock units together 
rigidly. Kerfs on all four edges ac- 
commodate wiring, permit base or 
wall outlets where desired. Engin- 
eered for non-bearing partitions or 
screen walls, Easy-Wall needs no 
studs, framing or finishing. It installs 
easily with only floor and ceiling 
plates and moulding. Partition units 
are 2’ x 8’ or 10’, are packed two to 
a carton for easy handling and rapid 
turnover. 


EACH ROOM CAN USE A SIMPSON DOOR 
Building material dealers like your- 
self have sold over 50 million Simp- 
son doors, profitably. Newest are our 
Symphonic* Doors, designed by 
Walter Dorwin Teague Associates. 


Symphonic doors let you sell custom- 
style doors at modest prices, give 
your customers endless variety of 
decorative possibilities. Stiles, rails 
and mullions are old-growth, kiln- 
dried select grade VG Fir. All doors 
are carefully machined and sanded, 
dowelled and glued, and are fully: 
guaranteed. Interior sizes, 18” thick, 
1’6” to 3’ widths, 6’8” and 7’ heights. 
Exterior sizes, 134” thick, 2’6” to 
3’6” widths, 6’8” and 7’ heights. 
SEVEN-ELEVEN* CEILING HEIGHT DOOR 
can save your customers up to $10 
per opening, increase your profits. 
7’11” height can be trimmed up to 
4” to fit any 8’ ceiling opening, elim- 
inates overhead framing and gives 
dramatic appearance. Exclusive full- 
width lock rail. Available in finishes 
to match Easy-Wall and in Rotary 
Lauan, Rotary Birch and unpainted 
hardboard. Widths 1’6” to 3’, thick- 
nes 1%” and 134”. 

SIMPSON PRODUCTS HELP YOUR PROFITS 
through advanced design and manu- 
facture, strict quality control. Your 
Simpson distributor can tell you 
about our redwood lumber, ply- 
woods, acoustical products, doors 
and insulating board and hardboard 
products —or fill in the coupon on 
the next page for full information. 
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SIMPSON MERCHANDISING AIDS 


In addition to pre-selling your cus- 
tomers through full color ads in con- 
sumer magazines and multiple page 
full color inserts in architect and 
builder publications, Simpson offers 
you a wide range of hard-selling mer- 
chandising aids. Leaflets, envelope 


stuffers, application instructions, pro- 
duct specifications, special booklets 
for builders and architects, free how- 
to-do-it instructions for homeowners 
—all kinds of attractive promotional 
literature plus handsome displays de- 
signed to dress up your show room 


and help you sell more Simpson pro- 
ducts. If you are not now carrying 
Simpson building materials, check 
and mail coupon below for name of 
your nearest distributor. 
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SIMPSON TIMBER COMPA 


Was Bbulldir Dé 


Led e 1. Washinetor RELY ON 


Please send me free information on the following products as checked: 
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Name j Saipan , Quality 
Address Building 
City Products 
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DOORS EASY-WALL 


magazine 





Manufacture where your market is! 


Vertical Windows 


NOW, with the KELCO LINEAL 
FABRICATION PROGRAM designed 


for building materials distributors... 





aly 
...you can make and sell your own FULL LINE' o 
ALUMINUM storm doors 


and windows without 





Alert, aggressive building 
materials distributors like 
Denver’s Richardson Lumber 
Company (300 dealers) are 
going Kelco! 





Horizontal Glide Windows 


Picture Windows 


expensive inventory or 


manufacturing costs ! 


THE KELCO LINEAL FABRICATION PROGRAM IS PRACTICAL, 


r PROFITABLE AND EASY TO SET UP! 
Kelco supplies everything you need! Low-cost 
tooling, engineering help, financing, technical 
field assistance, sales and merchandising aids, 
full factory support! Kelco training in its own 
factory-school! No ‘“‘special-skills’’ labor re- 
quired. As your own fabricator you pocket 
manufacturer’s profit ... protect your profits 
against competitive price-cutters . . . give cus- 
tomers anything they want, faster, from your 
own shop (jalousies from KD components, 
aluminum thresholds, also included in Kelco 
program). Kelco warehouses all materials you 
need—no costly inventory! As your own manu- 


¢ 
i 
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Pe il 4 


Two and Three 
Track Tilt Windows 


Reports outstanding merchan- | 
diser Don Richardson: ‘‘ Evi- 
dence that the market is ripe 
for aluminum storm window Shircs Weddin 
and door merchandising is —] 
shown by our steady sales a 
increase. After the first 90 

days of operation, we now 


average more than $1,000 a 
week in combination sales.” 
(For detailed account of 
Richardson-Kelco operation, 
send coupon today.) 


facturer, you control product quality. As a 
Kelco fabricator, you can meet and beat the 
challenge of competition on all fronts—pricing, 
service, quality, completeness of line! Manu- 


facture where your market is! Send coupon! 


All-new MULTI-closure!...a rugged, aluminum enclosure featuring 
interchangeable screens, glass, panels! Unlimited versatility of use! Wide 
appeal! Modular construction! Opens dozens of brand new sales oppor- 
tunities for the Kelco lineal fabricator! Expertly engineered by Kelco for 


efficient, profitable lineal fabrication! Watch for details! 


COMING SOON! 


More facts ? 
4 Send coupon. 
Mail today! 
e 


4@ 
@eeeeeeeeoeeeeeeeeeeeee eee e eee e eee eee eee eee ee 


Or be a dealer, buying from a Kelco-franchised Fabricator in your area. Benefit fro 
big savings, longer profits, 





. 

* 

. KELCO DIVISION, Wells Aluminum Corp., 

e@ 730 Henry St., North Liberty, Indiana 

@ Send details on Kelco Lineal Fabrication Pro- 
@ gram, including "Richardson Report'’. | am 
e@ interested in () Fabricating © Dealership 
. 

2 

e 
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ADDRESS 





Jalousie Doors 


and Windows peedier deliveries. Send coupon for all the details. 


Manufacture where your market is/ 
DIVISION OF WELLS ALUMINUM CORPORATION, NORTH LIBERTY, INDIANA 
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new facts 


(begins on page 27) 
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Shell Home Market on 
Threshold of Major Growth, 


Says Finance Expert 


® Building materials dealers and wholesalers can share the business, says 
president of Shell Home Finance Corp. 


® You must understand shell home financing, learn how to create mort- 
gages and learn to sell house packages instead of pieces. 


William G. Hays, Jr., is president 
of the Shell Home Finance Corp., 
a fast-growing specialized mort- 
gage finance firm of Atlanta, 
Ga. Representing the building 
materials distribution industry, 
Wesley Wise, BMM editor, in- 
terviewed Mr. Hays early this 
month for a close-up report of 
shell housing and how it can ben- 
efit retail and wholesale lumber 
and building materials firms. 


Q. Mr. Hays, when was the Shell 
Home Finance Corp. formed? 
A. October, 1959. 


Q. To specialize in shell financing 
you must have been convinced that 
there is a growing market for shell 
homes. Could you briefly explain why 
shell housing has become an impor- 
tant part of the shelter business? 

A. There are three reasons for the 
rapid growth of shell housing: 

First, mortgage money has never 
been readily available to rural Ameri- 
ca. The large insurance companies 
and other mortgage lenders have 


40 


never wanted to place their invest- 
ment capital in areas far removed 
from metropolitan centers. In recent 
years, specialized financing has been 
devised especially for shell homes. 

Second, until shortly after World 
War II, the rural South did not have a 
regular periodic cash income. After 
the war, industry moved south. The 
man in the country began a pattern 
that still prevails—he keeps his rural 
property and commutes to metropoli- 
tan centers to work in factories. 

Third, people in both the North and 
South have the time and desire to save 
money by putting some of their own 
“sweat equity” into their new homes, 
whether it be a first or second home. 
This somewhat parallels the populari- 
ty of the low-cost compact car. 

Q. Why didn’t conventional mort- 
gage lenders see this opportunity? 
Why does it take a specialist in fi- 
nance? 

A. A plan had to be developed for 
mass financing. The size of the loans 
and the type of customer makes it a 
natural to be financed on the basis of 
a commodity that is normally fi- 


nanced by consumer loan techniques. 

Life insurance companies and mort- 
gage lenders were not interested be- 
cause the shell home mortgages are 
of too short maturity (seven years). 
They prefer to leave their money 
working for 20 to 25 years. Further, 
each mortgage is too small (average 
of $4,600) for conventional mortgage 
bankers; they want units of around 
$20,000. 

On the other hand, commercial 
banks were not interested because the 
mortgage maturity is too long. Banks 
prefer their loans not to exceed three 
years. 

Savings and loan associations are 
restricted to completed houses, and 
both the commercial banks and sav- 
ings and loan companies restrict them- 
selves to localized areas. 

The specialized shell home financ- 
ing industry fills the gap. We are not 
brokers. We buy first mortgages and 
hold the paper ourselves. We function 
as a mortgage banker (except that we 
keep and service the loans) but we op- 
erate more like a consumer-finance 
company. 
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PRESIDENT BILL HAYS of Shell Home Finance Corp. points to a model of a structural shell. He holds in his hand an interior fin- 
ish ‘‘box"’ which represents what the owner-buyer completes with his own sweat equity. On wall is map showing location of build- 
er-dealers who now sell shell-home mortgages to Hays’ organization. Within this year, Hays expects to be buying first mortgages 
from 27 states, including mortgages created by building materials dealers and wholesalers. 


A conventional mortgage banker 
looks primarily at the loan-to-value 
ratio at the time the mortgage is made 

. the completed house. We look at 
the loan-to-value ratio at a future date 

. after the “sweat equity” is built 
up. We assume this added risk. 

Q. When are most shell homes 
completely finished by the purchaser? 

A. From a year to a year and a 
half from the time the shell is erected. 

Q. How many shell homes has your 
firm financed? 

A. 1,500 since October, 1959. 

Q. In how many states? 

A. We’ve processed mortgage loans 
from 13 states. However, we have 
contracted to buy paper from 16 


more states, and we expect to do busi- 
ness in all of these states this summer. 


Q. How many shell houses will you 
finance this year? 

A. We are confident that we will 
process 10,000 loans at an average 
of $4,600 each, totaling almost $50 
million in value. 

Q. How many shell homes do you 
believe will be built this year on a na- 
tional basis? 

A. 90,000 units. 

Q. These will be for low-income 
families? 

A. Yes. 

Q. What about length of payments? 

A. Shells were originally financed 
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for five years. The average is now 
seven years. This average will prob- 
ably rise to 10 years. For example, we 
started a 10-year program this year. 

Q. How does shell home financing 
work? What are the charges? 

A. It is akin to mobile home financ- 
ing. 

The  builder-dealer creates the 
mortgage, sells the mortgage at about 
7% discount to a financial institution 
such as ours. We, in turn, obtain long- 
term funds to enable us to hold the 
paper. 

In selling the house, the dealer- 
builder can add to the cash price of 
the house a time charge of a suffi- 


(continued on page 42) 


4] 





“KNOW-HOW” FOR CREATING A MORTGAGE is the key to dealer and builder suc- 
cess in the shell home field, as represented by the forms comprising a single mortgage 
portfolio laid on table. SHFC president Hays is flanked (above) by Adele Sarasohn, 
representing the mortgage processing department for SHFC and Bennett Collett, com- 
pany controller, representing builder-dealer relations and money control. 


The forms used in creating and processing a mortgage are, from top to bottom in 
picture: mortgage application; credit report; construction contract; security instru- 
ment such as a deed of trust; promissory note; fire and title insurance application; 
owner's title affidavit; photo of complete shell; owner's acceptance or completion 
certificate; contractor's affidavit; transfer of assignment; and check to dealer-builder 
who created the mortgage. At left on table is the control sheet on which all the 
forms are recorded as each job moves to completion. 


MORTGAGE PROC- 
ESSING DEPT. of 
Shell Home Finance 
Corp. personifies 
growth of shell home 
concept in light con- 
struction. This SHFC 
department had only 
one employe in Octo- 
ber of 1959. SHFC 
holds and services all 7 
mortgages it buys 

from builder-dealers. 











Interview—Shell Finance 
(begins on page 40) 





cient amount to cover the discount to 
the financing institution. 


Q. The above system can be used 
both in the South and in the North? 

A. Yes. But there are different reg- 
ulations and procedures in each state. 


Q. What is the mortgage delinquen- 
cy rate? 

A. Between 1% and 2% of the to- 
tal mortgage amounts. This is about 
the same rate of delinquency as ex- 
perienced by lenders who buy mort- 
gages for any type of low-cost home, 
shell or not. 

This delinquency rate is lower than 
for automobile or consumer loans. 
But it is naturally higher than for con- 
ventional mortgages because of the 
low-income buyers. 


Q. Can the building materials re- 
tailer participate in the shell home 
market? 

A. Yes. We very much want lum- 
ber dealers to control their sales 
through package selling of shell 
homes. 

We buy shell home mortgages from 
a number of lumber dealers. For in- 
stance, Carr Lumber Co. of Jasper, 
Ala. and Teague Lumber Co., Ball 
Ground, Ga. 

Other dealers have successfully set 
up shell home building divisions. Ex- 
amples are Oakboro Lumber Co., Le- 
noir, N. C. (Oakboro Homes) and 
Norcross (Ga.) Lumber Co. (Custom 
Homes). 

We recently discussed shell financ- 
ing with several major lineyard 
groups and you'll be hearing about 
their programs soon, I’m sure. 


Q. What about wholesalers? 

A. The wholesaler or jobber has a 
great future in shell housing, on be- 
half of dealer customers. 

We've worked out a financing 
program for Lumbermens Merchan- 
dising Corp. of Wayne, Pa. Through 
LMC, 260 retail lumber dealers will 
be offered an opportunity to enter the 
shell home industry. 

We also participate in the All- 
American Homes program for job- 
bers and dealers. (See page 44.) 


Q. What advice can you give to a 
dealer who wants to sell shell homes? 

A. There are six “musts”: 

1) He must learn the mechanics of 
creating first mortgages. And, he must 
learn how to markup the cash selling 
price of a house package to sufficient- 
ly cover the discount which must be 
paid to the finance company. 

2) He must have access to a compe- 
tent real-estate lawyer and account- 
ant. 

3) He must set up a system of in- 
spection, internal audit and control. 

4) He must follow up complaints. 

5) He must create a merchandis- 
ing program which will include house 
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plans, brochures, etc. He should have 
a model home, although this is not ab- 
solutely necessary. 

6) He must think in terms of house 
packages rather than selling individual 
pieces of lumber. 

Q. Will you finance a second or lei- 
sure home? 

A. Yes. But we feel that permanent 
homes for low-income families consti- 
tute the prime market. 


Q. How about completed houses? 


In the South, most shell home lots 
have an improved value of from 
$400 to $600. When the lot is owned 
clear by the purchaser, it becomes 
(along with his sweat equity) his down 
payment. 

In the North, lots will naturally 
have a higher value. This makes it 
possible for us to buy a larger mort- 
gage. This can accommodate insula- 
tion, etc. 

Also, in the North incomes are gen- 
erally higher, so shell home buyers 
can be better credit risks. We can loan 


Q. The shell housing industry is ob- 
viously pioneering a new idea. What 
is the main reason why it will continue 
to grow? 

A. Like any business man, we are 
in business for a profit. But altruism is 
also a part of shell housing—and that 
will make it grow. 

Shell homes replace old shacks 
multi-unit shambles and rural slums 
Among our customers, I have noticed 
that we actually have pulled people 
out from public housing on the border 
line of charity and given them an op- 


A. Yes, but the paid-up lot and 
cash must equal 10% of the mortgage 
amount. 

Q. What are the differences be- Q. You state 
tween Shell home financing, as far as 
your company is concerned, in the 
North and the South? 

A. It’s mainly a matter of size— 
both in building materials and in land 
value—which is reflected in the 
amount of the mortgage loan. 


value. 


be a problem. 


a higher percentage of the appraised 


that most shells are 
built in rural areas. Can shell homes 
be sold in towns and cities? 

A. As long as a house meets code 
regulations, it is possible for the shell 
concept to reach towns and cities. Un- 
ion restrictions on sweat equity might 


portunity for home ownership. The 
industry is creating real citizens 
through the basic principles of free 
enterprise—something like the old 
New England house raising 

If you could just talk to some of the 
proud homeowners of shell homes, 
you would share our feeling. It is 
gratifying and it is bound to grow. 


PROFILE OF AN AVERAGE MORTGAGOR 
FOR A SHELL HOME 


(Compiled from the records of Shell Home Finance Corp., Atlanta, Ga.) 


‘ OUR AVERAGE MORTGAGOR 
Rn 
: 36.1 Years 


Marital Statux— _ 
Married; ratio of married vs single is 15 to | 


Race— 
White; ratio of white vs colored is 3 to 1.07 


Children— 
1.4 per mortgagor family 


HIS EMPLOYMENT 
Type of Employment— 
Generally manual; factory, garage, farm 
88.9% are wage earners 
11.1% are self-employed 


Monthly Income— 
$299.16 gross wages 


Number of Years on Present Job— 
5.88 Years 


HIS WIFE’S EMPLOYMENT 
Wives Employed— 
Almost four out of every 10 wives are regularly em- 
ployed, contributing to the family income 


Type of Employment— 
General factory work, mills, domestic work 


Monthly Income— 
$165.52 gross wages 


HIS FINANCIAL OBLIGATIONS 
Total Family Debts 
$503.81—Exclusive of the Shell Mortgage 


Shell Home Mortgage— 
$4,596.73—Original amount 


Terms of Shell Home Mortgage 
72.68 months 


Monthly Payments— 
$63.25 


Monthly Payments to His Income— 
21.14% 


Monthly Payments to Total Family Income— 
17.43%, based on overall average of combined incomes 


HIS NEW HOME 
Amount of Land Securing Mortgage— 
2.04 acres 


Appraised Value—House and Land— 
$6,063.93, includes partial improvement of home at 


time of appraisal 


Appraisal to Original Mortgage Amount— 
75.80%, prior to an amortization 


Date of Appraisal— 
Average of 90 days after purchase of loan 


Appreciation Per Month— : ; 
$489.00 per month during first three months, including 
value of the land. 


After twelve months amortization on the regular contract basis, the outstanding balance of the mortgage will be 63.25% 
of the appraised value of the property, excluding additional improvements which may have been made. 


BRAS oe BTA SY 


July 17, 1961, BUILDING MATERIALS MERCHANDISER (American Lumberman) 





new facts 


(begins on page 27) 


| INTHE NYLON 
| CORD BUSINESS | 


® The Easy Way 

® The Low Inventory Way 
® The Low Cost Way 

® The Packaged Way 

® The High Profit Way 





$9} 100% NnyLon & 
7 BRAIDED CORDE 
RACK S 


That's right...here is an 
easy, low cost way to get into 
the highly profitable Nylon 
Cord business. This rack is 
only 24 inches high and takes 
up less than 1 square foot of 
floor or counter space. Cord 
is one reel each of 1/8”, 
3/16", 1/4” and 5/16”, Rack 
is FREE with order for 4 or 
more spools. 


Ask your jobber about it... 


Kine 


® 
on 


= CORDAGE | 


= John H. Graham & Co. Inc. 
105 Duane St., New York 8, N. Y. 


s*¥ 
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Jobber-Dealer Shell House 
Program Gets Fast Start 


¢ Sash and door wholesaler is co-sponsor of new pack- 
aged shell home program created by Texas aluminum 
product manufacturer. 


DALLAS 

As disclosed in the New Develop- 
ments pages of this magazine on June 
Sth, the All American Homes Corp. 
shell house program for building ma- 
terials wholesalers and dealers has re- 
sulted in substantial orders for model 
homes by leading sash and door job- 
bers. 

The plan was created by Tym Seay, 
head of the General Aluminum Corp. 
and the Century Manufacturing Co., 
both of Dallas. Products of these 
companies will be supplied for the 
shell house packages by All-American 
Homes Corp., through the jobber and 
to the dealer. Each jobber adds prod- 
ucts to fill the package. 

In addition to a basic semi-finished 
home, complete package kitchens, 
bathrooms, heating and cooling sys- 
tems and electrical systems can be 
purchased and financed through All 
American, according to Seay. 

The participating jobber will supply 
most building materials for the home 
through his dealer customers who sign 
up for the program. The dealer sup- 
plies dimension lumber, other items 
from retail stocks, the labor contract 
and the customer. 

The All American Homes Corp. 
furnishes plans, specifications and 
bills of materials. Financing for the 
shells is processed through the jobber 
and All American, the mortgages sold 
to shell finance specialists. Financing 
is available with or without recourse. 

Advertising and promotion will in- 
clude road signs, yard signs, literature, 


CLOSE-UP of Huttig All American Homes 
model home at entrance to Love Field, 


Dallas, next to Huttig Sash & Door Co., 
participant in the shell program. 


a 


> 
ce 


— 
* ALL 
| AMERI 


INSIGNIA of new packaged shell homes 
program launched from Dallas, Tex., 
keyed to jobber-dealer distribution. 


banners, flags, etc. Merchandising kits 
will be available through the jobber 
to retailers, shipped direct to the deal- 
er. 

Jobber salesmen are being trained 
for shell home merchandising by the 
All American organization. Head of 
the training staff is a former sales- 
man for a leading shell home builder. 

Dealer salesmen will then be 
trained by the jobber companies. 

The Dallas branch of Huttig Sash 
& Door is one sash-and-door compa- 
ny actively participating in this pro- 
gram. Another company is Tulane 
Hardwood Lumber Co., New Orleans. 

All American models range from 
640 square feet to 1,040 square feet 
floor area. Retail prices range from 
$3.25 to $3.50 per square foot, ac- 
cording to Seay. 

More than 150 sample homes have 
been ordered by participating jobbers 
as this issue went to press. 


Paint Sales Dip 

WASHINGTON—Factory — shipments 
of paint, varnish and lacquer totaled 
$151.7 million in April, up 3% over 
March but 5% below April, 1960, the 
Census Bureau reported. The agency 
estimated total production for April 
at 53.7 million gallons against 54.7 
million for March and 59 million a 
year ago. 
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(iss) Amerstrand steel cable 
for lifetime feed lot fences 


Here’s a feed lot fence system that will make more sense to your 
customers than any they've ever seen. It is made of steel... six 
strands of USS Amerstrand galvanized steel cable and each strand 
has a minimum breaking strength of 4,250 Ibs. It virtually banishes 
forever damage from crowding cattle. 

Amerstrand fence construction permits maximum circulation of air 
so that cattle stay cooler, healthier. Ground dries out faster. It can't 
rot, because it is steel, and there are no splinters to injure livestock. 
An extra heavy galvanized coating protects against corrosion for 
years and high strength springs keep it taut. Amerstrand erects 
quickly without special tools and with minimum help. 

Amerstrand is priced to sell with good profit 
for you. Your customers will be impressed with the 
low cost of Amerstrand compared with other types 
of feed lot and working corral materials. Considering 
that Amerstrand construction all but eliminates 
maintenance, it is easy to show how Amerstrand 
means less cost per foot per year. Mail the coupon 
today for information on modern Amerstrand cable 
fence. USS and Amerstrand are registered trademarks 





American Steel and Wire 
Division of 
United States Steel 


American Steel and Wire, (Dept. 12) 
614 Superior Ave., N. W. 

Cleveland 13, Ohio 

Please send me the following Amerstrand feed lot fence information: 


Illustrated Folder___ Construction Plans Address of nearest distributor_ 


Company 
Address 


City : _ Zone State 


Columbia-Geneve Stee! Division, San Francisco, Pacitic Coast Distributors 
Tennessee Coal & tron Division, Fairfield, Ala., Southern Distributors 
United States Stee! Export Company, Distributors Abroad 


+ 
' 
# 
' 
a 
| 
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4 
| 
| 
# 
Name : 
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230,000 MILES WITHOUT AN OVERHAUL! 


0 LD RO That truck engine on the opposite page is one of 


Chevrolet’s famous Thriftmaster 6’s—and if it looks a bit battle-scarred, there’s a good reason! This one 
has just turned 230,000 miles, working for Earl McDaniel of Dallas Texas, on a hustling round-the-clock 
air mail delivery job. And here’s the stopper: this engine has never been overhauled. It has required only routine 
maintenance over all those miles. That, you'll agree, is professional truck power at its dollar-saving best. 
That’s the way it is with the most widely used engine in the business—Chevy’s Thriftmaster 6! 


Rarely does any truck engine—even a Chevy Thrift- 
master 6—run up a performance record like this one. We 
point it out here merely as proof that the Thriftmaster 6 
brings staying power to spare to any job it tackles. It’s 
evidence that Chevrolet puts real truck ‘‘horses” under 
the hood—in a light-duty power plant that’s built to 
outlast and outsave any other you can name. 





Hustling air mail from airports to town on a stop-watch 
schedule is a 24 hours a day, 7 days a week responsibility 
Earl McDaniel, U.S. Mail Contractor, shares with his ’59 
Chevy 4-ton panel. And, according to Mr. McDaniel, after 


230,000 miles, the truck ‘‘still purrs like a kitten . . . hasn’t 
had or needed an engine overhaul. The pan has never been 
off, the valves have never needed grinding.” 


The Thriftmaster 6 provides the basic power for Chevy’s 
conventional light-duty truck line. Standard in pickups, 
panels, light-duty stakes, delivery vans and the Suburban 
Carryall, it’s the end product of many years of engineer- 
ing refinement. 

It provides economy-contoured camshaft and improved 
carburetion to give you extra power, extra miles from 
every gallon of gas. Also, there’s a forged steel crankshaft, 
high quality steel and steel alloy valves, durable precision 
bearings, full pressure lubrication system, oil-bath air 
cleaner—all contributing to longer engine life and greater 
overall economy. This is the most experienced truck 
engine in the business, and it’s ready to wade into your 
roughest work and keep you way ahead on fuel and 
maintenance expense. It’ll pay you to check into it at 
your Chevrolet dealer’s! Chevrolet Division of 
General Motors, Detroit 2, Michigan. 





THRIFTMASTER 6 PERFORMANCE DATA 





135 @ 4000 rpm 
115 @ 3600 rpm 
217 @ 2000 rpm 
195 @ 2000 rpm 
235.5 cubic inches 
3%" x 3!" 


8.25 to 1 


Gross Horsepower 

Net Horsepower. . . 

Gross Torque, Ib-ft.............. 
Net Torque, Ib-ft................. 
Piston Displacement....... 

Bore and Stroke........ 
Compression Ratio. 











1961 CHEVROLET STURDI-BILT TRUCKS <2tgcoray 
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ldea Showroom Promotes 
Remodeling Packages 


® Contractor, housewife and handyman will all feel at home in 
Phil Igou's new two-story showroom and office building, 
where products and complete ‘‘sales packages"’ vie for at- 
tention. 


/ 


2 


——— Major emphasis is on big-ticket sales with furnished model 
(See Page 5) rooms, outside salesmen and advertising all pointed toward 
the complete, packaged job. 


But products have not been forgotten either. New lines have 
been added and others expanded with special fixtures de- 
signed to show these products for maximum sales and eye 
appeal. 


July 17, 1961, BUILDING MATERIALS MERCHANDISER (American Lumberman) 





TWO-STORY SHOWROOM.-OFFICE 
BUILDING employs wood exten- 
sively. Unique feature is the 
slanted wood and metal screen to 
defeat the morning sun. Shade is 
made of wood and stamped alu- 
minum screen cloth with tiny lou- 
vers. Both store and yard are spot- 
lighted to encourage night window 
shopping. A 28’ vertical roadside 
neon sign spelling ‘‘Lumber’’ at- 
tracts attention night and day. 


ORLANDO, FLA. 

HIL IGOU has just opened a two- 

story showroom-office building 
which in design and function is several 
space ages removed from his previous 
store down the street a stone’s throw. 

A_ highway-widening project gave 
Phil the alternative of adding to the 
rear of his old building or erecting a 
new one. Although the new architect- 
designed building of glass and red- 
wood is as modern as_ tomorrow, 
motorists on the busy adjoining north- 
south highway don’t have to look 
twice to see what is being merchan- 
dised. 

A 28’-high neon sign spells “LUM- 
BER” in bright green letters at 
night and a traffic light in front of the 
showroom halts motorists at regular 
intervals, affording them a longer look 
at one of the industry’s most modern 
building materials showrooms. 

What they see in the showroom 
windows fronting the highway are a 
series of model rooms—kitchen, chil- 
dren’s room, home workshop and 
patio, all completely furnished. Inside 
the showroom, customers find con- 
stant reminders that Mills & Nebraska 
is eager to sell the complete building 
materials package—new home or mod- 
ernization job. 

One narrow, vertically-lettered sign 
runs from floor to ceiling against the 


PHIL IGOU, president, Mills & Nebraska, on the stairway 
leading to the second-floor business offices. 


front wall just inside the entrance. By 
cocking his head at the proper angle, 
the customer finds that the sign reads: 

“Remodel Your Home Now—lIt is 
Later Than You Think.” 

Although the sign is likely to cause 
a smile, along with their odd-ball home 
improvement newspaper advertising 
which has attracted national recogni- 
tion, Mills & Nebraska is deadly se- 
rious about their sales effort in the 
modernization field. 

Push remodeling. Two men work 
full time developing remodeling leads 
and one man is kept busy full time on 
fence sales. Mills & Nebraska estimates 
and sells the complete home improve- 
ment package, including labor and 
financing. Separate books are main- 
tained on this phase of their business. 

On the labor side, Mills & Nebraska 
work closely with their contractor cus- 
tomers. Local banks, according to Phil, 
have encouraged Orlando dealers to 
take full responsibility for home im- 
provement jobs, since they prefer to 
make their disbursements to one 
source and consequently make the 
dealer responsible for the job com- 
pletion certificate. 

To encourage women’s interest in 
remodeling, Phil plans to personalize 
“Boots” Niebergall, a well-known 
M&N employe, as idea woman and 
color consultant in the firm’s news- 
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paper display advertising. Prominent 
women around town will also be pic- 
tured endorsing the Mills & Nebraska 
showroom. 

In recent years, M&N has success- 
fully publicized its own personnel as 
experts in the remodeling field, and the 
Mills & Nebraska store as headquarters 
for remodeling suggestions, materials 
and financing. Spots on four radio 

(text continued on page 52) 
(photos on page 50) 


‘‘Most Famous Address’’ 


Mention Mills & Nebraska to a com- 
plete stranger in Orlando and his ex- 
pression is likely to be one of puzzle- 
ment. Is it a street address or a company 
name? 

This retail building materials firm was 
founded by Francis J. Igou as Central 
Florida Lumber & Supply Co. 27 years 
ago at the intersection of Mills and Ne- 
braska. Over the years, before heavy 
traffic developed, the lumberyard came 
to be known as “that shop at Mills and 
Nebraska.” 

Finally the firm, now operated by 
the founder’s son, Phil Igou, became 
known as Mills & Nebraska with a sig- 
nature of MN. Their slogan is, “The 
best-known address in town.” And the 
address, in case you're looking, is 1602 
Mills St. 





Idea Showroom for Remodeling Packages 
(begins on page 48) 






































SALES AREA FLOOR PLAN shows layout of first floor of two-story building. This area is 
48’x72’. Business offices totaling 2,150 sq. ft. are on second floor. 








TWIN-SIDED PLANNING CENTER is stocked with wallpaper sample 
books, manufacturers’ and consumer literature. 


SEVEN-FOOT INTERIOR SPAN- 
DREL covers ductwork and joists 
and hides second-floor offices 
from first-floor viewers. 








CHECKOUT COUNTER viewed from the president's office on the sec- 


ond floor. 


WOMEN ARE ATTRACTED by the opportunity to explore remodeling 
ideas and see products displayed in an attractive atmosphere. Most 
M&N advertising is slanted toward women. 


y 


' hie 








MODEL ROOMS like the kitchen and 
children’s room are used to sell big-ticket 
remodeling packages. These rooms line 
the showroom wall on the street side. 


ote 


Chee 








idea Showroom 


(begins on page 48) 





stations are slanted toward women. 

“It’s not necessary to go to half a 
dozen places if you want some re- 
modeling done—come to Mills & Ne- 
braska” is the theme of these mes- 
sages. 

Phil plans to work cooperatively 
with an interior decorator and carpet- 
ing house which has just opened next 
door. 

Planning center. Many women cus- 
tomers are already making good use 
of the double-sided Home Planning 
Center with its wallpaper books, home 
furnishings magazines and manufac- 
turers’ literature. 

However, the most suggestive selling 
tool in the Center are four model 
rooms using steel-slotted studs and full- 
size sheets of prefinished hardwood 
plywood to afford flexibility of design 
and fast and easy modification. 

Customers at M&N will find it easy 
to buy sections of these rooms if they 
don’t want the complete package, as 
wall storage cabinets, bunk beds, even 
the foam rubber mattresses, are in- 
dividually priced in the model chil- 
dren’s rooms. 

The store itself, as well as the flex- 
ible model rooms and a special floor 
and ceiling tile fixture, was designed 
by James N. Lindenberger, architec- 
tural consultant to Building Materials 
Merchandiser. 

The new showroom (50’ x 72’) of- 
fers just about double the display area 


of the former M&N building, with the 
additional advantage of a paved park- 
ing area. The professionally-designed 
fixtures are showing products with 
more eye and sales appeal and in 
greater depth than before. 

Floor tile and fencing have been 
added to the product line and the wall- 
paper department has been expanded. 

Back of the first-floor Planning 
Center are full-size window and door 
samples, paneling and Marlite, all on 
sliding track fixtures. In addition to 
a complete paint department with 
automatic paint mixing machine and 
sundries, a full line of hand and power 
tools are exhibited; island displays in- 
clude cabinet and builders’ hardware; 
plumbing and electrical supplies; lock- 
sets are mounted on swiveling stand- 
ards attached to floor-to-ceiling posts. 

Contractor area. A second major 
area on the first floor is devoted to 
servicing contractors and _ builders. 
These customers may approach their 
special service area through the lum- 
ber mart sales area, separated by glass 
doors from the main showroom, or 
through the main store entrance. 

In this rear showroom are binned 
lumber shorts and lengths up to 16’ as 
a means of attaining maximum storage 
in minimum space. The system makes 
it much easier for drivers to get at 
specific lengths. Finish lumber in red- 
wood, larch, white pine and spruce 
shelving are found here, also the cum- 
bersome, space-consuming products 
like gutter, roofing and siding. 

On the second floor are the presi- 
dent’s office, accounting offices and an 
employe’s lounge. A sliding door parti- 
tion between the lounge and Phil 


BUILDING SHEETS are shown full size on sliding track. “Boots” 
Niebergall, M&N color consultant, views the display. 


DECORATOR DEPARTMENT [above right) includes 
wide range of paints and accessories. Paint sales 
have increased since the installation of automatic 


color-mixing machine. 


TOOL CENTER (at right) displays hand and power 
tools and a wide range of accessories. Builders’ 


Igou’s office permits additional space 
for company meetings. 

Round-the-clock. Taking full ad- 
vantage of the traffic lights, both the 
showroom and the yard are flood- 
lighted at night and spotlights high- 
light the model rooms and a variety of 
attractive fence designs along a ware- 
house wall. 

In the yard area, six lumber storage 
trees were designed by a local engineer 
and abut the M&N property line. 
Each tree will handle four bundles of 
2,000 feet each. The entire M&N lay- 
out covers about 1” acres. 

Grand opening. Extensive newspa- 
per and radio advertising featuring 
many door prizes, also a grand prize 
of a weekend trip to Nassau, pulled a 
record crowd. Also record cash sales 
of $3,500 for the three-day period. 

Sales note: an odd-lot buyer offered 
Phil $150 for odds-and-ends mer- 
chandise when moving time came. In- 
stead of selling the job lot, Phil moved 
the stuff, laid it out on makeshift 
tables and labeled it “bargain specials” 
in the warehouse alley. The “junk” 
brought in $700 with sales dribbling in 
many days later. 

Of course it will take a lot more 
than bargain specials to measurably in- 
crease M&N’s average annual volume 
of $1% million. But the new show- 
room, backed by an intensified sales 
effort in every department, especially 
home modernization, is expected to 
make the bizarre slogan on the Mills 
& Nebraska hearse in the cozupany 
parking lot, something more than a 
joke. 

That slogan reads: “We service our 
customers all the way.” 


BEPLS+. tance. os 
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hardware center includes locksets attached to 
swiveling floor-to-ceiling posts. 
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5 LUMBER 


PLYWOOD 
SHORTS 


PRICED FOR SELF SERVICE 


SIDEWALK SALES AREA features plant tubs in various sizes 
and price ranges from $3.75 to $16.50; also plywood sheets. 
“Closeout specials’’ from old yard accounted for $700 in sales 
in three days. 


SWINGING GLASS DOORS provide access to the lumber mart 
from the main showroom. Lumber shorts and lengths up to 16’, 
priced for self-service, are stored in this area. 


Construction Details 


The store, interior fixtures, model 
rooms and lumber mart racks were 
designed by James N. Lindenberger, 
architectural consultant to Building 
Materials Merchandiser. 

Store-Showroom-Sales Offices: ap- 
proximately 3,460 sq. ft. (48’ x 72’). 
About 50% of the ground floor level 
is devoted to samples of building ma- 
terials and planning center with model 
rooms; 25% to tools, paint and hard- 
ware and 25% to sales offices. Fin- 
ished floor is terrazzo. 

The showroom roof is 20’ above 
the floor; the ceiling is 2” exposed 
wood decking. Except for a 3’ span- 
drel halfway up the wall, most of the 
north wall and all of the east wall is 
glass from floor to roof. Solid portion 
of the north wall is vertical redwood. 
South property line wall is concrete 
block and was a portion of a former 
warehouse structure. West wall is 
block and plate glass separating the 
store and the lumber mart. 

Roof supports are glued-laminated 
beams and the columns inside the 
block wall (the wall was structurally 
inadequate for the beam loads) and the 
north wall columns are glued-lami- 
nated. 

Store cost: approximately $10 per 
“aan foot. iteem | tasntaly 9 OUTDOOR LIVING is the theme of the yard sales area adjoin- 
A sem pe BS tie teak aaes. ing the parking lot. Wide variety of fencing styles, outdoor 

eth, Mig tbat ] furniture and patios are shown here. This area is spotlighted 
looking the showroom and above the ab elie 
store and sales offices. Offices on the _ 
second level, paneled in various hard- 


LUMBER STORAGE TREES, built along property line, facilitate 
storage and deliveries. Each of six trees will handle four 
bundles of 2,000 feet each. 
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af lG 
COPING 


SAW BLADE 
SALES BOOSTER 


CUTS METAL, WOOD, PLASTIC 








LOW DEALER COST 
HIGH MARK-UP 


SELF-SERVICE 








A complete saw blade sales 
center...colorful...eye catch- 
ing...all you need to service 
the hobbyist, professional and 
do-it-yourselfer. 
Compact...only 142” deep, 
15” wide and 8” high. Easel 
back for the counter, punched 
for wall or peg board display. 


Ask your wholesaler for the 
NEW #50 GRIFFIN Sales 
Booster, 


ld tmacll{ 


G. W. GRIFFIN COMPANY 
Franklin, New Hampshire 
Sales Representatives 
John H. Graham & Co. Inc. 

105 Duane Street, New York 8, N.Y, 


Since 1880 Better Hand Hack Saw 
Blades, Power Hack Saw Blades, Band 
Saw Blades, Jig and Coping Saw Blades. 


54 Circle No. 31 on Handy Cover Card 


adjoining lumber mart entrance. 





Idea Showroom 
(begins on page 48) 





woods, are the president's office; em- 
ploye’s lounge; purchasing office; out- 
side salesmen’s office; treasurer’s of- 
fice and accounting department. 

Lumber mart: approximately 2,880 
sq. ft. (60’ x 48’). Rigid steel frame 
structure. The north side is sliding steel 
screen sections, opened to the cus- 
tomer parking area during shopping 
hours. 


at one period. 


City of Orlando: 
1960 new residential permits 


Ist quarter 1961, new residential 


County of Orange: 





1960 alterations and repair permits 


Ist quarter 1961 alterations and repairs 


1960 new residential permits ... 
1960 alterations and repair permits 
Ist quarter 1961, new residential 

Ist quarter 1961 alterations and repairs 


CONTRACTOR 
& BUILDER 
‘Se 


CONTRACTOR SALES AREA is located on the first floor, away from store traffic, but 


Finish lumber, plywood and _ hard- 
boards, molding, millwork; wall, ceil- 
ing and floor products are both mer- 
chandised and held in inventory in 
this area. 

An unusual design feature of the 
building is a slanted wood and metal 
screen sun shade, which covers the 
upper half of the showroom window, 
defeating the morning sun. The screen 
cloth is stamped metal, providing tiny 
louvers. The slant of the louvered 
screen cloth determines the slant of the 
entire screen. 


Market Growth Spells Opportunity for M&N 


Construction of Mills & Nebraska’s new store-office building took place 
during a recession from which the Orange County area is just now recov- 
ering. Most building materials dealers reported sales off 25%-35% in 1960. 

Part of the problem can be attributed to the economic upheaval which 
has taken place in this area in the last five years. Orlando’s population 
jumped from 63,000 in 1955 to 95,000 in 1959, while Orange County, 
where many of M&N’s sales originate, jumped from 155,000 to 250,000. 

Martin Aircraft, which opened an $18 million plant with 5,000 employes 
in 1956, is mainly responsible for the expanding economy. Coincident with 
the plant opening, tract builders descended on Orange County, which 
promptly became overbuilt to the extent that 3,500 homes were unsold 


Now that things are picking up, building materials sales are expected to 
improve. The comparative opportunity for new home and modernization 
sales is reflected in the following official figures. 


$ 4,502,000 
273,980 
»293,500 
254,836 
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2,292,787 
2,100,729 
196,184 
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THE COMPLETE LINE f GARAGE 
or 

@ RESIDENTIAL eekes. g— 

@ COMMERCIAL and 

@ INDUSTRIAL SERVICE EleLuc epensnons 


and 


Get full details on styles, types and sizes available in both wood and 
steel. Write for Catalog AL6!. 


¥&e If interested in metal sawhorse legs, 
building brackets, hangers and tracks, 
joist supports or studding sockets, 
ask for Hardware Catalog HAL6I. 


WAGNER MANUFACTURING COMPANY 


aa) ee Coe ek 2 on ee 
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SLIDING DOOR 


HARDWARE 


A COMPLETE LINE FOR 
EVERY BUILDING NEED 





GUARANTEED TROUBLE FREE 
Sell it for a Big Profit 
Sell it with Confidence 


Sold only through Distributors 


’ Hardware Mfg. Co., Inc. 
2581 Atlantic Ave. « Dept. B » Brooklyn 7, N.Y. 
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New Tubing Cutters 


RikeiID Ne. 205 Tubing Cutter 


Time-Saving, Slide-to-Size “4” to 2%” O.D. Capacity 


Your customers will find these new lightweight 
but strong Ritato Tubing Cutters extra-handy 
on every job. Slight push on handle of large-size- 
range Rifai No. 205 snugs cutter wheel against 
tubing . . . locks it in position until released. Feed 
screw fully protected and enclosed . . . always feeds 
into tube with easy handle turn. . . can’t jam with 
chips or dirt. Wheel gives quick, clean cuts of 
copper, brass, aluminum tubing and thin-wall con- 
duit . . . no burr. Grooved rollers give easy flare 
cut-offs without tubing waste. Tubing always 
turns freely on 2 of 4 Rollers. Rollers smooth tubing 
ready for soldering. Fold-in reamer always handy. 
Spare Cutter wheel in handle. Wheel for plastic and 
aluminum pipe available for No. 205 only. 


Conform to Fed. Spec. GGG-C-77 Ib Type I1—Class I—enclosed feed mechanism 


RIFEID No. 105 Tubing Cutter 


Reg 


ys 


Protected Feed Screw 
Always Easy-Turning 
Y_" to 1%” O.D. Capacity 


Get ready for sure sales! Order your supply of these new 
FRIfza1D Tubing Cutters today! Your Wholesaler has them! 


wal mn . ? $ ty 
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Hardware - Store Business 


Fast Calculating 
Speeds Service, Saves $ $ 


BUFFALO 

S EFFECTIVE newspaper adver- 

tising and cash-and-carry discounts 

pulled more and more customers into 

the Len-Co Lumber Corp. store, presi- 

dent James P. Coppola noted that as 
volume grew, service slowed down. 

Walk-in customers stood in line 
waiting to buy. Many became exasper- 
ated. Coppola feared they would take 
their business elsewhere. The company 
depended on do-it-yourself trade, with 
more than 70% of its $1 million vol- 
ume being c&c customers. 

There wasn’t room to add sales help 
or enlarge the store. And in their rush 
to take care of long lines of customers, 
the 3-man sales staff made estimating 
and pricing errors that cut into profits 


TOTALING MATERIALS LIST on one of Len-Co 
Lumber's three new automatic printing calcula- 
tors is James P. Coppola, president. He says 


the machines have saved Len-Co at least $5 a 
day by avoiding errors. 


and caused further customer gripes. 

“Our salesmen were spending too 
much time performing routine calcula- 
tions and not enough time servicing 
customers,” Coppola said. “I had to 
find a way to speed up the system 
and still avoid errors.” 

Computers. Len-Co Lumber’s presi- 
dent decided to mechanize clerical fig- 
uring and increase efficiency. Install- 
ing both an adding machine and cal- 
culator at each clerk’s station would 
take up too much precious counter 
space. Coppola wanted a compact, 
easy-to-operate machine. 

He solved the problem with the in- 
stallation of three automatic printing 
calculators which also serve as adding 
machines. Each machine cost $635. 


The three salesmen quickly figure 
materials estimates, prices, discounts 
and other necessary calculations on 
their individual automatic printing ma- 
chines. Each clerk reviews the printed 
tape results with the customer. Cop- 
pola also purchased one of the print- 
ing calculators for the bookkeeper, 
who uses it to check invoices, work 
out payrolls and figure markups and 
prices. 

Savings. Avoiding errors through 
the use of personal computers over 
the last 30 months has saved the firm 
a minimum of $5 a day and “at least 
$30 a week has been added to our 
profits.” Equally important, mecha- 
nized figuring has also made long 
waiting in line a thing of the past. 





APPLICATION 
Figuring Lumber Price 


PROBLEM 


A 


PROCED\ 


Board 
Times 2 


2 pieces (2 x 8) 1 


Add $75.68 cost 20 pieces (2 x 6) 22 feet 
$107.17 Total Cost to the tomer 





APPLICATION 
Estimating 


PROBLEM 


PROCEDURE 


Multiply 16 feet 
Times 14 feet 
.00 T 


22 Times 3 feet 
20 


‘00 
4.40 S 
4.40T 

31 kit 
172.00 Times itchens 
75,680.00 T 

16 

‘12 

‘00 

1,92 S 


1,92 T 


.00 
31,488.00 s 


75 680.00 
107,168.00 T 








TYPICAL USE of Len-Co Lumber's three automatic printing cal- 
culators by salesmen are illustrated in these two typical sales. 
One involves figuring lumber prices per bd. ft. and the second, 
the step-by-step method of estimating the cost of covering 31 


kitchen floors with 9” x 9” tile. 


56 





Find the total cost of covering 31 kitchen floors with tile (size 9" by 9") when each 
kitchen floor is 14 feet wide and 16 feet long. Deduct area for a counter that is 3 feet 
wide and 8 feet long from each kitchen. 


NOTE: A 9" by 9" tile costs .11 1/2 each, This 
cost does not include a 1% State Sales Tax. 


224 square feet - area of kitchen 


Subtract-multiply 8 feet 


200 square feet - net area of kitchen 


Total Transfer without re-entering 


6200 square feet ~ net area of 31 kitchens 
Total Transfer without re-entering 
Times 144 (square inches in square foot) 
892,800 square inches in 31 kitchens 
Total Transfer without re-entering 


164,00 Divided by 81 (square inches in tile) 
| 11,022 number of tiles required 


11,022 number of tiles required x 110, 
Times .115 - cost of each tile A. 
$1,267.53 -net cost of tile required 
Total Transfer without re-entering 
Times 101 (100% + 1%) 


$1,280.21 -total cost of tile required 


00 
12,67.30 


12,675, 30 


4,01 


1,280 205. 30 
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Sell profitable plastic-finished Marlite Block 


for lifetime washable ceilings in any room 


Particularly suited for kitchens and baths, soilproof Marlite 
Block offers you a real opportunity for profit. These 16-inch- 
square, fully-finished Blocks are ready to install by your 
customers to provide crackproof, washable ceilings. The sale 
is substantial, too, because the largest area in any room is 
usually the ceiling. And Marlite Block is packaged for easy 
over-the-counter sales. 

Marlite Block, available in 11 companion colors, provides 
the permanent solution for cracked, unsightly ceilings. The 
baked plastic surface is unaffected by heat and moisture; 
dust and grease wipe off with a damp cloth. Ask your 
Marlite representative or wholesaler about Marlite Block, 
or write Marlite Division of Masonite Corporation, Dept. 


741, Dover, Ohio. 


Marlite 


plastic-finished paneling 





ANOTHER QUALITY PRODUCT OF MASONITE" RESEARCH 
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Hardware. Store Business 


BERING LUMBER COMPANY 
Daily Balance Form 


Date: __ May 18, 1961 








Cash Control 





Over 


Register Reading 





Ltd 


119.52 





69.67 





JE 


1335.52 























Lokal 











Total Cash 


L824. 





* less: Rec'd on Acct. 


1169. Re 





Total Cash Sales 


wero? 





* Plus: Charge Sales 


9795.8 Ch 





Total Sales Today 


JOSS 1 











Sales Information 





Department 


Net Sales 


Over 
Rings 


Returns 


Register Reading 





* Hardware 


Gi S647 


375.87 Hw 





* Paint 


27 OF FS, 


107.37 Pt 





| * Miec'l. 


WATE 


_ 5,2) Ms 





* Building Mat. 


Gb IS.7? 


9662.63 Bm 








Total Today 


Sodls7 72 








LOLSLS/ 





Sales Brought Forward this month /7 y) »/ 








____ Sales To Date (this month) 


0 LSZF2 

















Accounts Receivable Information 





Accounts Receivable Brought Forward 


bs vod th 





* Today's Charges (Add) 


9795.84 Ch 





Total 





Z04 900, 7.2 





* Today's Received On Account (Sub) 


1169.4h Re 





Total 


£03 L228 





Adjustments (Add or Sub) 





| Accounts Receivable Total 





Actual Accounts Receivable Total 





Over or Short 














* Denotes Machine Total 


Daily Balance 
Sheet Keeps 

Sales Records 
Current 


Using the office cash register and 
a daily balance sheet helps Bering 
Lumber Co. keep sales and accounts 
receivable records up-to-date each 
month. In the sample shown at left, 
the typed-in figures represent those 
printed on the sheet by Bering’s Na- 
tional Cash Register. Penned entries 
are made later by the bookkeeper. 

The exact amount of cash at day’s 
end in drawers A, B and D is entered 
in the cash column. Over-rings (error 
corrections) should equal the register 
reading in the column at right. Any 
difference is entered under cash con- 
trol as the amount over or short in the 
register. 

Amount of cash received on ac- 
count is subtracted from total cash 
($1,524.71) to get the day’s total cash 
sales. Charge sales are added to this 
figure to reach total sales today ($10,- 
151.11). 

Other information. Hardware, paint, 
miscellaneous and building materials 
departmental sales figures are carried 
forward each day. When added to 
sales brought forward for the month, 
the figure shows total sales for the 
month to date ($50,453.32). 

Data on accounts receivable is also 
carried forward each day. Charges for 
the day are added to get a total. Pay- 
ments received are subtracted to ob- 
tain total accounts receivable for the 
month ($103,731.28). 

Journal entries can cause some ad- 
justments. They are entered at the 
lower part of the sheet to make sure 
the accounts receivable total agrees 
with the actual total on the ledger 
control card. 


<> MAIERIALS @ 





ROD ERXLEBEN, store manager at Bering 
Lumber, is responsible for daily balance 
sheet fulfillment. 
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IF YOU SELL 
GOOD PAINT= 


a 


SELL 
GUM TURPENTINE 


the original 
standard Paint Thinner 


You wouldn’t sell a diamond in 
a brass setting—so why sell sub- 
turps with Good Paint. Gum Tur- 
pentine is the original, fool-proof 
paint thinner for oil-based paints, 
enamels and for varnishes. It pen- 
etrates properly to anchor the paint 
—enriches the paint film. Nation- 
ally advertised in leading mag- 
azines. Order a good stock of Gum 
Turpentine today. The AT-FA seal 
is your assurance of genuine spirits 
of Gum Turpentine. 


\ i 
* 


i 
i 


oe 
ear: 


AMERICAN TURPENTINE FARMERS ASSOCIATION 
General Offices: Valdosta, Ga. 


Zonet O86 Breas o> 
Pyenaratied in 
Good Housekeeping 


* 
245 aovcenste we 


oven eveseenitnonn mene eet gem os reer 
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The extra touch that 
makes a home outstanding... 





Fiush Door, smooth finished. When decorated with molding strip de- 
signs, and finished in contrasting colors, striking effects can be achieved. 


DECORATOR DOORS BY FRANTZ 


with Frantz exclusive 
Glide-O-Matic Operation 


Carved Panel Door No. C-527, Five Section 
Bismarck. Other patterns and sizes in 4 and 5 
section doors are available, including partially 
carved doors, 





Frantz Rosettes are easily applied to any panel 
design of proper size and proportion to produce 
smart decorator motif. Choose from a wide 
range of patterns. 


Frantz Flush and Carved Panel 

garage doors provide real distinc- 
tion that quality home buyers look 
for, yet their moderate cost fits the 
lower building budget. 

Both feature deluxe zinc-plated 
hardware, exclusive self-equalizing 
brakes to prevent rebound, and 
Glide-O-Matic “‘self-opening”’ 
operation. Wood sections, of un- 
surpassed quality, are prefitted 
and prebored for fast assembly 
and installation. 


The Flush door offers endless 
design possibilities with ordinary 
molding strips. The Carved Panel 
doors are available in a range of 
stunning patterns. Each provides 
the extra touch to make a home 
truly outstanding. 

And for decorating any panel 
door effectively, at nominal cost, 
Frantz demountable Rosettes are 
lastingly popular. 

Frantz Doors not only look the 
part—they act the part by their 
remarkably easy installation and 
operation, and by their reputation 
for lifetime trouble-free operation. 


Write for Catalog No. 304. 


FRANTZ MANUFACTURING CO. 


Sterling, Illinois 


Manufacturers of over 100 sizes and styles of sectional and one-piece garage 


doors for residential, 


commercial and industrial application. Nationally distributed. 
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HARDWARE/STORE BUSINESS 


Paint Sales 
Go Up 


SSS LY st 
eFetee! 


DISPLAY MOVES BRUSHES—In 
the left front corner of its showroom in 
Mt. Ayr, Iowa, Dalbey Lumber Co. 
pushes paints to contractors and walk-in 
trade. Notice the number of brushes 
that have moved off the home-made 
brush display in just a little more than 
a month. Dealer Dalbey notes that more 
and more paint is being sold, a good bit 
of it for home improvement. Sales have 
climbed almost 30% over last year. 


DISPLAY “HELPS SELL—Atchison 
County Lumber Co., Tarkio, Mo. suc- 
cessfully promotes paint sales, both 
through regular shelf displays and show- 
ing primed metal awnings. Various other 
fluid products are also grouped with the 
paints, creating an effective overall mer- 
chandising display. Paint sales this spring 
rose 25% over last year, mostly to walk- 
in customers. 


PAINT SALES UP 30%—This simple 
display in the center of the store has 
helped push Round Lake (IIl.) Lumber 
Co. paint sales up more than 30% in two 
months. Walk-in trade in this resort area 
has grabbed up the recently-introduced 
wall paint. 

“One thing we’ve learned,” said Bill 
Johnson, manager, “is that you’ve got 
to bring your products out where cus- 
tomers can see them for effective promo- 
tion. This new brand of paint is the best 
seller we’ve had in years.” 
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WHY DO THIS. «: 


WHEN YOU CAN SHOW THIS! 


The Fry Bond sells 


(and brings lasting consumer-satisfaction, too!) 


because it’s proof of quality! 








Fry offers long-term bonds (a full 20 years on 
the 290 Ib. 3-tab strip shingle) guaranteeing per- 
formance on every weight and type of asphalt 
shingle in its line! 

To your customers, the Fry Bond is demon- 
strable proof of Fry quality. They’re impressed, 


For Bigger Profits and 

greater customer satisfaction 
SEE YOUR NEARBY 

FRY DISTRIBUTOR FOR ALL 
YOUR ROOFING NEEDS. 
Lloyd A. Fry Roofing Company, 
5818 Archer Road 

Summit (Argo P.O.), Illinois. 
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| ROOFING PRODUCTS. wie 


too, when they learn how Fry bonded quality 
actually ends up costing them less per year! 

To you, the Fry Bond means easier sales; 
greater customer satisfaction. Greater profits, 
too. All good reasons why you find more and 
more roofers buying Fry. 
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Hardware Store Business 


New Sales Aid 





onasrva ended tt4d i psvenn eg rnsnamentnittt 


saorswoh STA” 
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Staple Merchandiser 

A new staple display is designed to 
help a dealer increase his sales of staples 
in conjunction with sales and rentals of 
Markwell L3 Builder’s Tackers and Staple 
Guns. Placed on a counter, the unit is a 
combination staple merchandiser and in- 
ventory guide. 

[he dispenser contains 36 boxes of 
1,000 each Markwell 9/16” staples and 
20 boxes of 1,000 each of Markwell 
5/16” staples. Uses of each staple size 
are indicated boldly on display. Mark- 
well Mfg. Co. 
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Tool Lease Program Announced 


American Floor Machine Co. now is 
offering do-it-yourself floor refinishing 
equipment, formerly sold outright to deal- 
ers, On a one, two or three-year lease 
plan with additional renewal options. 
The purchase plan applies to the maker’s 
all-new Gold Line equipment. It also can 
be applied to wallpaper steamers, wall 
washing equipment and floor polishers. 

Free kit of sales tools accompanies 
each set of rental equipment leased by 
dealer. American Floor Machine Co. 
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Building 
Materials 


MERCHANDISER 


ers 
Puts Hardware in Blister Packs 


Amerock cabinet hardware now is 
available in blister packages vacuum- 
formed from sheet of tough, transparent 
Tenite butyrate plastic. The plastic blis- 
ter holds the hardware firmly in place 
against a cardboard backing board, mak- 
ing a package that is easy to open but 
hard to damage. 

Backing is printed with a brief de- 
scription of the contents, a stock num- 
ber and the Amerock trademark. Space 
is provided for price and a hole per- 
mits rack merchandising. Amerock Corp. 
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KUICHEN K-VENIENGES 


K-V 790 


DISAPPEARING PAN RACK 


Two rows of hooks mounted on easy-to-pull-out ball- 
bearing carrier, handles 14 pots and pans with ease. 
Bright chrome finish. Installs on underside of cupboard 
wide. Single row model (No. 690) 


shelf, 20” long, 5%” 
also available. 


KNAPE & VOGT MANUFACTURING CO. 


Grand Rapids, Michigan 


Manufacturers of a complete line of quality fixtures and hardware. 


Circle No. 32 on Handy Cover Card 
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KUICHEN VE 


ENCES 


Holds 12 cups, eliminates danger of cracking or break- 
ing. Slides easily out of cabinet at touch of a finger. 
Bright chrome finish. Fastens on underside of shelf, 
11” closed, 18” extended. 


KNAPE & VOGT MANUFACTURING CO. 
Grand Rapids, Michigan 
Manufacturers of a complete line of quality fixtures and hardware. 


Circle No. 33 on Handy Cover Card 
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USE HANDY COUPON 


Self-Service Roller Rack 

A new self-service rack makes it easy 
for a customer to select the proper roll- 
er cover. Its theme reminds a customer 
that “the smoother the surface, the short- 
er the nap; the rougher the surface, the 
longer the nap.” A complete roller de- 
partment, the wire rack stocks covers, 
rollers, trays, paint mitts and extension 
handles. 

The rack occupies 17” x 23” of floor 
space, is 58” high. It is free to dealers 
with the purchase of about $79 in mer- 
chandise, dealer cost. Bestt Rollr. 

Circle No. 213 on Handy Cover Card 
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Dealer Buys 11, Gets One Free 

A Kleen-Out and Kleensteam assort- 
ment includes $4.13 (retail value) of 
free merchandise. Dealer buys 11 and 
gets one free, making a total of 12 each 
of Kleensteam refills (two cartridges), 
Kleen-Out steam iron cleaner (four pack- 
ettes) and combination Kleensteam and 
Kleen-Out (starter kit and one packette). 

With this merchandise, dealer also re- 
ceives a perforated hardboard counter 
rack, two window banners and 25 
envelope stuffers. Illinois Water Treat- 
ment Co. 
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ON BACK COVER FOR MORE INFORMATION 


Rack Holds Rolls of Screening 

A new rack provides dealers with a 
complete screening department in a floor 
area measuring only 2’ x 3%’. It holds 
nine rolls of the most popular types and 
widths and is available with the pur- 
chase of Cortland Brand Screening. 

The sturdy welded steel wire rack 
is equipped with smooth-turning rollers 
for ease in dispensing and cutting the 
screening. A colorful display sign with 
a chart converting lineal feet to square 
feet is supplied with the unit. Wick- 


wire Brothers. 
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KUIGHER K-VENTENCES 


K-V 793 


DISAPPEARING TOWEL RACK 


Towels and aprons slip over free end of three bright 
chrome finished bars, pull in and out smoothly on ball 
bearing carrier. Fastens to either side of kitchen cabinet. 
5” wide, 20” long. Two bar model (No. 792) and four 


bar model (No. 798) also available. 


KNAPE & VOGT MANUFACTURING CO. 


Grand Rapids, Michigan 


Manufacturers of a complete line of quality fixtures and hardware. 
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K-V 796 


DISAPPEARING WASTEBASKET RACK 


A real kitchen time saver. Ball-bearing carrier pulls 
out of cabinet easily when needed, slides back smoothly 
when not in use. Holds standard size polyethylene bas- 
kets. Bright chrome finish. Fastens to underside of 


cabinet top, 9” wide, 20” long. 


LU, 


KNAPE & VOGT MANUFACTURING CO. 
Grand Rapids, Michigan 
Manufacturers of a complete line of quality fixtures and hardware. 


Circle No. 35 on Handy Cover Card 
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GRIFFIN 


a good line 
to hanste 





Why have so many building supply and hardware dealers tagged Griffin 
as “A Good Line to Handle?” 


Because Griffin makes a product builders and architects respect; be- 
cause Griffin offers a complete line of hinges, straps, “t’’-hinges, brackets 
and braces; because Griffin prices its product to offer the distributor a 
good profit margin; because Griffin service is exceptionally quick and 
dependable. Write today for complete information and the name of 
your nearest distributor. Griffin Manufacturing Company, 1515 Cherry 
Street, Dept. 20, Erie, Pennsylvania. GRIFFIN HINGES 





new EQUIPMENT 


Desk Fits All Cars 


A 12”x20” hardboard or plastic sur- 
face car desk, designed to fit all cars, 
trucks or station wagons, can be ad- 
justed horizontally or vertically. Hung 
over the seat back, unit is strong enough 
to hold a typewriter, folds into a 2x12” 
space. A clip at $1.10 is optional. Desk 
can be used outside vehicle. During the 
introductory period, price of the $14.95 
hardboard item is $7.95, the $17.95 
plastic unit is offered at $9.95. Manu- 
facturer pays postage if the name of this 
publication is mentioned in ordering 
from Mishek Supply Co., Dept. BMM, 
Waseca, Minn. 
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Big Wheel Price Marker 

A new price marker features big wheel 
assembly design. The wheels, which turn 
the price bands, are claimed to give more 
than twice the clearance between knurled 
wheel rims and price bands. This pro- 
vides extra leverage and precision control 
for turning the Supreme price marker. 
Maker says wheels can be turned twice 
as fast and fingers are twice as far re- 
moved from inked bands. Details from 
Garvey Corp., Dept. BMM, 9804 Page 
Blvd., St. Louis 32. 

Circle No. 231 on Handy Cover Card 


New Custom Cab 

A new custom cab has unobstructed 
forward and side view with instruments 
grouped for easy driver access. Optional 
equipment on either the 4,000 or 9,000 
series of trucks and tractors, the cab 
has full insulation and all-weather ven- 
tilation. It is 72” wide at rear and has 
door opening of almost 36”. Driver’s 
seat is contoured with adjustment set- 
tings. Available in steel or aluminum, 
cab has a 90” bumper-to-back meas- 
urement. Details from White Motor Co., 
Dept. BMM, 842 E. 79th St., Cleveland 1. 

Circle No. 232 on Handy Cover Card 
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TRUSCON ANNOUNCES Tur Nei VPORT 


LOWEST COST, MAINTENANCE-FREE 
DOOR AND FRAME COMBINATION 


Packed with Time-saving, Money-saving 
Features for Builders: 

Faster installation. Factory-fitted frame goes up in 
minutes; unique hinge makes door hanging a one-man 
job in seconds. 

Prefinished. The Newport Door is furnished with a 
heavy coat of durable baked enamel. 

No mortising, fitting, sanding, or hardware prepara- 
tion. Door and frame delivered with hardware as a 
complete unit. 

Maintenance-free because it’s steel and can’t warp, 
swell, shrink, twist, or rot. 

A slim-line beauty with the rugged durability of steel, 
the NEwporT Door has a special acoustical core that 
shuts out noise, makes operation whisper-quiet. 

Easy To Stock and Easy To Sell 

You sell a complete package... door, frame, and 
hardware. No problems with costly call backs or returned 
merchandise. Your stock backed up by Truscon’s nation- 
wide warehouses. Builder satisfaction assures reorders. 














Ask your Truscon representative or mail 
coupon today for full information on the 
NEWPORT ...newest idea in door and 
frame combinations, with lowest “in- 
place” cost to the builder. 


REPUBLIC STEEL 


TRUSCON DIVISION 


Youngstown 1, Ohio 
REPUBLIC HAS THE FEEL FOR MODERN STEEL 


REPUBLIC STEEL CORPORATION 
TRUSCON DIVISION e¢ DEPT. A-2257-B 
1058 ALBERT STREET ¢ YOUNGSTOWN 1, OHIO 





Please send me additional information on: 
0) Truscon Newport Door and Frame (Series 612) 
0 Truscon TarTAN Frame (Series 610) 


Name Title 








Firm 
Strong, 
Modern, 
Dependablie ity Zone— State 


Street aie reciinensall 
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MEMBERS OF THE 
Joint Paint-Lumber 
Industry Steering 
Committee are, 
seated left to right: 
William G. Van 
Beckum, Arthur La- 
hey, W.H. O'Brien, 
D.S. Gaarder, D.F. 
Laughnan and D.L. 
Herndon. Standing 
left to right are: 
Francis Scofield, 
A.P. Pahl, George 
A. Nichols and 
Gerald F. Prange. 





Joint Committee Seeks To Extend 
Exterior Wood Finish Durability 


SAN FRANCISCO—First meeting in 
a cooperative effort to find ways to 
prolong the life of exterior wood fin- 
ishes was held by the Joint Paint- 
Lumber Industry Steering Committee 
here June 20-22. Formation of the 
committee resulted from the recent 
lumber-paint industry workshop con- 
fab in New Orleans last spring (see 
BMM, May 8 and June 5). 

Defining its major objectives to ex- 
tend the durability of exterior wood 
finishes in field finishing, mill priming, 
mill finishing and repainting, the com- 
mittee recommended an exchange of 
basic technical data on properties and 
characteristics of wood surfaces and 
paint. 

Committee members agreed the 
trend toward factory priming and fin- 
ishing of wood “affords real opportu- 
nities for substantially improved per- 
formance of exterior coatings for 
wood.” The group asked that stand- 
ard methods be set for testing factory 
priming to help develop and apply 
factory finishes of uniform high quali- 
ty. 

Other recommendations included a 
request for development of a worka- 
ble accelerated weathering test to 
help evaluate wood coatings, establish- 
ment of a field performance informa- 
tion center and a joint project to mod- 
ify the film-wood interface to provide 
increased life of exterior clear finishes 


and develop an improved clear finish 
adapted to modified wood. 

In addition, the group asked for a 
survey of present test procedures so 
workable standards of product quality 
and exterior wood finish application 
can be developed, and a broad educa- 
tional program by both the paint and 
lumber industries to improve per- 
formance of present and future paint 
systems. 

William G. Van Beckum, vice pres- 
ident-research and development, the 
Pacific Lumber Co., San Francisco, 
was elected chairman of the joint 


committee. Others in the group are: 
DeVere Dierks, Jr., vice president, Dierks 
Forests, Inc., Hot Springs, Ark.; D.S. Gaar- 
der, general manager, industrial sales divi- 
sion, Sherwin-Williams Co., Cleveland; D. 
L. Herndon, sales develo ment laboratory 
manager, DuPont Co., Philadelphia; Arthur 
Lahey, assistant products planning man- 
ager, Weyerhaeuser Co., Tacoma; DF. 
Laughnan, “a - - research chief, Simpson 
Timber Co., Bellevue, Wash.; George A. 
Nichols, vice president-research, esoto 
Chemical Coatings, Inc., Chicago; A.P. Pahl 
research director, W.P. Fuller & Co., South 
San Francisco; Gerald F. Prange, vice presi- 
dent-technical services, National Lumber 
Manufacturers Assn., Washington; Francis 
Scofield, assistant technical director, Nation- 
al Paint, Varnish & Lacquer Assn., Washing- 
ton and W.H. O’Brien, Southern Pine Assn., 
New Orleans, Dierks’ alternate. 





NRLDA Remodeling Clinics 


Home and Property Improvement 
business courses sponsored by the 
National Retail Lumber Dealers Assn. 


have been held in Ohio and Illinois to 
date. 

Listed below are tentative dates for 
HAPI courses scheduled for the next 
few months. More classes will be add- 
ed as arrangements are made. For 
complete information, dealers should 
contact the managing officer of the 
federated association cosponsoring the 
course with NRLDA in each area. 

July 24, Louisville; contact Donald 
A. Campbell, executive vice president, 
Kentucky Retail Lumber Dealers 
Assn., Lebanon, Ky. 

Sept. 11, Washington state; contact 
Ross G. Kincaid, executive vice presi- 
dent, Western Retail Lumbermens 
Assn., 333 First Ave. W, Seattle 99. 

Oct. 9, Texas state; contact Gene 
Ebersole, executive vice president, 
Lumbermens Assn. of Texas, 25th & 
Lamar Blvd., Box 5222, Austin 31. 

Oct. 23, Rochester, N.Y.; contact 
Horace G. Pierce, executive vice pres- 
ident, Northeastern Retail Lumber- 
mens Assn., 339 East Ave., Rochester 
4. 





New Wage and Hour Law 
Workbook Published 

WASHINGTON—The Bureau of 
National Affairs, Inc. has just pub- 
lished The New Wage and Hour Law, 
Revised Edition, 1961, which thor- 
oughly discusses and explains all the 
changes made by Congress in the Fair 
Labor Standards Act to become effec- 
tive in September 1961. These changes 
will bring over three and a half mil- 
lion employees under the law for the 
first time. 

Building and construction § enter- 
prises, subject to the Act for the first 
time, will find the new book especial- 
ly useful because it answers such es- 
sential questions as what rules govern 
coverage and exemptions in_ these 
fields, minimum-wage increases, over- 
time standard for newly-covered em- 
ployes, enforcement provisions and 
investigations by the Secretary of 
Labor. 

The New Wage and Hour Law is 
available from The Bureau of Na- 
tional Affairs, Inc., 1231 24th St., NW 
Washington 7, D.C. at $9.50 per copy. 





Manufacturing 
plants at Toledo, 
Ohio and Ft. Lau- 
derdale, Florida. 
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$140 Hercules Roof Truss Jig Table Assembly and 3 Men Produce 


48 ROOF TRUSSES PER DAY! 


SALES POTENTIAL FOR THIS SIZE HERCULES SYSTEM: 
$110,000 IN ROOF TRUSS SALES PER YEAR 


bh altcmmantele(-1Me-) ale) oMe-jele))c-Me-1 1 Mm dat- | -Mal-1-16(-16 MR Comm o)colelt(e-m-iiilel (al ahy 
roof trusses using Hercules truss plates: A versatile $140 Hercules 
jig table assembly and a 20 ounce hammer for each of your men, 
plus the saw. A space of about 30 feet wide and 40 feet long is 


all you need to accommodate the Hercules jig table, 
and completed trusses! The Hercules. jig. table 


work space 
assembly can be 


adjusted to any span and pitch of truss 


WE SEND OUR OWN 


FIELD ENGINEER TO HELP YOU PERSON- 


ALLY SET-UP YOUR TRUSS SHOP 


Write to... SIVNSS a0 VGTe) CUR aUhS we 20 V0 Co ea 


4058 N. E. 5th Avenue — Fort Lauderdale, Florida 
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MEN /n the news 


* Victor Gelb, left above, is head of a 
committee which is selecting awards 
to be given at the Hardware Packag- 
ing Exposition, October 2 to 6 in Chi- 
cago, during the National Hardware 
Show. Roy Connell, right, is chairman 
of the committee arranging the judges 
panel. 


¢ Wendell Siler has been named ex- 
ecutive vice president and general 
manager of DAP, Inc., Dayton, fol- 
lowing the announcement that John 


N. Dicks, president for 12 years, is 


retiring. Mr. Dicks, at the request of 
the board of directors of the corpora- 
tion, will continue his association with 
the company on a consulting basis. 


¢ Harry E. Morgan, Jr., manager of 
the Snoqualmie Falls branch of Wey- 
erhaeuser Co., was elected president 


of Western Red Cedar Lumber Assn. 
at their recent annual meeting. G. Noel as 
Harrison of Rayonier Canada Sales , joe @ Versatile 

was elected vice president of : oe 


e@ Matching 
¢ Philip R. Strand, advertising man- 


ager of Zonolite Co., Chicago, is the cy 3 ° 
newly-elected president of the Build- af PSA 

ing Material Exhibitors Assn., Glen- “aes ZVO 14) 
view, Ill. Reg. U.S. Pat. Off. 


MOULDINGS 


Satin smooth hardwood 


itera 


pila A A Nas ~ 


¢ Lloyd I. Singer, an attorney in the 
law firm of Aranow, Brodsky, Boh- 
linger, Einhorn and Dann, was elected 
to the new position of executive vice 4 moulding of blond 
president, Swingline, Inc., Long Is- virola, in 12 patterns 
land City, N.Y. and matching jambs. 
oP Excellent workability. 
* Alfred C. Ziegler has been ap- : 
pointed sales manager of Safe Padlock Psy © Blond color permits 
and Hardware Co., Lancaster, Pa. = staining, either light 
_ 2 foe or dark, to match all 
* Robert W. Lear has been named oe & Se EE 

vice president in charge of marketing GENES 

for The Carborundum Co., Niagara | a Fast shipment on large 
Falls, N. Y. This is a newly-created ny am or small orders. 
position to coordinate the wide mar- i 
hotinie ac a 

keting activities of Carborundum. 4 oe 
* Dean Nelson has been appointed ; samples, today! 
sales manager of building products for poe em 

Quaker State Metals Co., Lancaster, tf 

- Virola mouroe 
¢ Dudley De Sousa has been named COMPANY OF AMERICA 


sales manager for the Commercial 
Products Div. of Grant Pulley & e eattmeone 


Hardware Corp. 
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finest 


one-can sealer 





and 


finish coat 





Clear Sealer 
and Finish 
MADE FROM TUNG Olt 





TRANSPARENT 


MADE FROM TUNG OIL 


Three coats produce a fine medium gloss finish. Highly 
resistant to heat, moisture and wear. Easy to apply. 
For a free 1 pint sample, attach this ad to your letterhead. 
WATERLOX DIVISION, THE EMPIRE VARNISH CO. 
2638 East 76th Street, Cleveland 4, Ohio 
Closest to a permanent clear wood finish! 


MULTIPLEX Display Panels 
make your selling job easier 


You can display panelling, wallboard, siding, trim, flooring, etc., 
on Multiplex Swinging-wing Panels. Items should be properly 
identified as to sizes, prices, practical uses, etc. 

Our catalog has complete information on how-to-use-Multiplex— 
plus construction features, prices, etc. Mail the coupon for your 
copy today. 


UIMPLEX disor Fae 
Dept. E. Warne & Carter St. Louis 7, Missouri - 
# 
i 


Please Send me literature on your Display Equipment 


ADDRESS 
CITY AND STATE 


oe ee ee ee ee ee ee ee ee ee ee es es ae 





ee ee a ee eee 
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CYCLOPEDIA 
OF 
BUILDING 


AMERICAN LUMHEE MANS 


. 


of BUILDING TERMS 


fe Stenderd Fir Door Derigns end Specitcetions 
th Sanderd Stect Ponders: 
end Deer 


tt Serdar Stoel Modeler Residence 
Covements 


& Typical Specitcetions fore Howse 
te Glomsery of Lege! Terms 


LIGHT CONSTRUCTION 
MBER DEALERS 


A MANUAL of the FUNDAMENTA) 
and BUILOING MATERIALS 


Compiled by American Lumber- 
man 75¢. Useful to newcomers 
in the industry and experienced 
personnel alike. A handy refer- 
ence to: over 1,000 building 
terms, charts and tables; funda- 
mentals of light construction; 
legal terms connected with the 
building field. 


Single copies 75¢ 
Remittance must accompany order 


QUANTITY PRICES ON REQUEST 


BUILDING MATERIALS Merchandiser 
59 East Monroe Street 
Chicago 3, Illinois 


Send me______copies of **Cyclepedia ef 
Building Terms."’ Money to cover is enclosed. 


Name_ 


Compony 





Street___ 


- =o 


ae 
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Classified 
Advertising 


Terms — Cash With Order 
Minimum Charge $7.50 


Rates: 


1 Time—30c per word for each insertion. 
Minimum charge of $1.50 per line. 


3 Times—25c per word for each consecutive 
insertion. Minimum charge of $1.25 
per line. 


Add $1.75 per insertion for blind ads bearing 
box number. 


No agency commission or cash discount 


ullowed. 


All ads for classified section must be in Pub- 
lisher’s office 14 days preceding date of pub- 
lication. Advertisements are set in uniform 6 
point style. No cuts or special borders al- 
owed. Replies forwarded without additional 
charge. Count five words to a line and when 
less are specified or used, regular line rate is 
charged. When answering box numbers or 
mailing copy for ads address them to: 


BUILDING MATERIALS MERCHANDISER 
59 East Monroe St., Chicago 3, Ill. 
Phone Fi 6-7788 





HELP WANTED 











Wanted: Man with experience in manage- 
ment, selling, purchasing and estimating for 
lumber and building supply yard in Central 
Illinois. Group insurance and pension pro- 
gram offered with this position. Address 
Box P-78 Building Materials Merchandiser. 





SALES REPRESENTATIVE 
WANTED 








Well known, long established 7 ~ ny—man- 
ufacturers of Aluminum Sliding Patio Doors 
—seeks the assistance of established sales 
agents. Residential building contractor with 
single dwelling, as well as those with larger 

profects are interested in our product, 
SSonneremia.” Aluminum _ Slidin Patio 
Doors. This quality product we offer is in 
the moderate to lower price range. Please 
reply, stating territory covered and products 
handled. Give us full particulars in your 
first letter and furnish references. 

Write to: ORO Manufacturing Co., 
1425 Michigan Ave., Adrian, Michigan 





SALES REPRESENTATIVE 
Sell recessed lighting fixtures to building 
materials suppliers. Free displays, promo- 
tional advertising. Specify territory desired. 
New promotion with big possibilities. (See 
June 5th ad, page 85.) 

Kalsan Electric Co., Inc., 
146 Mott St., Oceanside, N.Y. 





BUSINESS FOR SALE 











Well established Lumber & Building Supplies 
—Fast Growing City of 40,000 on Texas Gulf 
Coast. Serious illness of owner forces sale. 
Will sell complete with property and Im- 
provements or will sell inventory and Lease. 
Write City Real Estate, 3202 N. Navarro, 
Victoria, Texas. 


July 17, 1961, 





BUSINESS FOR SALE 











KENTUCKY lumber yards. Fast growing, 
big volume company in Lexington, Ken- 
tucky. Also smaller yard in good Kentuck 
county seat city. Real estate can be leased. 
Davis T. Bohon, Realtor, Central Bank 
Building, Lexington, Kentucky. 3-1515. 





MISCELLANEOUS FOR SALE 











CARPENTERS APRONS 
Write for prices and information. 
THE MINNESOTA SPECIALTY CO. 
119 North Fourth Street 
Minneapolis 1, Minn. 





Ponderosa Pine de Mexico 
Aveieate 120 mbf 1 x 4 S4S 25/32 C & Btr 
0%D) Soft textured Mexican Ponderosa 
Hg Write American Representative, P. O. 
Box 88, Ft. Worth, Texas 





ADVERTISERS’ INDEX 





Abitibi So me 
Acme Steel Co. 
American Steel and Wire, 

Div. of U. S. Stee 
American Turpentine Farmers Assn. 
Azrock Floor Products Div., 

Uvalde Rock Asphalt Co 


Beverly Mfg. Co. 

Bostitch 

Bradley-Southern Div., 
Potlatch Forests, Inc. 

Brooks-Scanlon 

Bruce Co., E. L 


Carborundum Co., 
Chevrolet Div. of General Motors .... 
Columbia-Geneva Steel Div. 


Evans Products Co. 
Exchange Sawmills Sales Co. 


Feather-lite Mfg. Co. 

Ford Div. of Ford Motor Co. 
Frantz Manufacturing Co. 
Fry Roofing Co., Lloyd A. 


Georgia-Pacific 
Graham & Co., Inc., John H. 
Griffin Co., G. W. 


International Truss Plate Mfg. Corp 


Kelco Div., Wells Aluminum Corp. 
King Cotton Cordage 
Knape & Vogt Mfg. Co. 


Macklanburg-Duncan Co. 
Marlite Div. of Masonite Corp. 
Molly Corporation 

Multiplex Display Fixture Co. 


National Manufacturing Co. .............. 72 


Pittsburgh Plate Glass Co. ............... 25 
Potlatch Forests, Inc., 
Bradley-Southern Div. ................. 34 


— Steel Corp., Truscon Div. 
Ridge Tool Co., The 
Ruberoid Co., The 


Sensenich Corporation 
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Southern Screw Co. 

Southwest Forest Industries, Inc. 
Standard-Keil Hardware Mfg. Co., Inc 


Tennessee Coal & Iron Div. 
Trinity White Dept. 
General Portland ‘Cement Co. 


U. S. Steel Corp. 
U. S. Steel Export Co. 


Vancouver Plywood Company 
Virola Moulding Co. of America 
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Waterlox Division, 

The Empire Varnish Co. 
Wells Aluminum Corp., Kelco Div. 
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Building 
Materials 


Ss MERCHANDISER 


How’s Business”? 


Building Materials Dealer Sales Pulse 


Marketing Regions 


Zone 3 
Seuth 
Atlantic 


Zone 2 
Middle 
Atlantic 


Zone 1 
North 
Atlantic 


Sales: June "61 vs. 
June '60 
Sales: 6 months '61 vs. 
6 months "60 ... 
Accounts receivable 
June 30, "61 vs. 
June 30, '60 ....... - d 2% 
Inventory: June 30, °6! 
vs. June 30, ‘60 % + 2% 
Next quarter's sales 
estimate 
June weather 


Weather around the nation was generally good, but most deal- 
ers reported little increase in business. However, many 
sounded a note of cautious optimism for a pickup in late 
summer. 

Contracts for residential buildings—mainly apartments—in 
May rose 7% over the same month last year to $1.5 billion. 
Single-family houses gained 4%, marking the first time in 17 
months this category passed year-earlier levels, the F. W. Dodge 


+ 8% + 5% 


p + 5% 
Good Good Good 


East North 


de 


Zone 9 
Pacific 


Zone 8 
Meuntain 


Zone 7 
West Seuth 
Central 


Zene 6 
West Nerth 
Central 


Zone 5 
East South 
Central 


Zone 4 


Central 


3° 
2% 


3° + 4° + 15° + 8° 5 
2% j o% i % + 2% 3° 


10° 10° 8° 


8% ‘ + y ‘ 
ood Good Good 


Fair G 
Corp. said. 

Personal income rose $2.5 billion in May to a seasonally-ad- 
justed annual basis of $413.5 billion, the Commerce Dept. 
reported. This was the third successive monthly rise and 
brought the total to well above the $410 billion of May, 1960. 
Passage of the Administration’s comprehensive housing bill, 
including $10,000 home improvement loans over 20 years, will 
perhaps help create a rising market for building materials. 





Ceramic Tile Installation 

PLEASANTVILLE, N. Y.—A _ new 
home improvement book, “How to 
Lay Ceramic Tile,” explains and illus- 
trates every step in the installation of 
the material. Cost of the book is 50¢ 
from Easi-Bild Pattern Co., Inc., Dept. 
BMM, Pleasantville, N.Y. 





MILLWORK JOBBER SALE—Paul lL. 
Adams, left, president of Caradco, Inc., 
Dubuque, lowa has just accepted a check 
from H.B. Pearl, president, O.W. Siebert 
Co., Inc., New York, for the sale of 14 
midwestern millwork plants. Purchase of 
eight Caradco millwork firms, operating 
14 plants in six states, for an undis- 
closed sum is believed to be one of the 
the largest acquisitions of a millwork 
jobbing house ever. 
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Trouble Develops on Record 
Timber Exports to Japan 

PORTLAND, ORE.—Sharply increased 
purchases of U.S. timber by wood- 
short Japan has stirred controversy 
in the Pacific northwest. Japanese 
log buying jumped 127% over 
last year’s pace during the first quarter 
to a record high. Commerce Dept. of- 
ficials predict timber exports to the far 
eastern nation for the full year may 
be 200% above 1960. 

These large-scale exports from 
Washington, Oregon and California 
have led some U.S. timber industry 
men to ask for a federal quota on 
export of logs to Japan. Oregon re- 


cently passed a law prohibiting sale of 
state-owned timber to Japan. 

Japanese importers have paid from 
$5 to $30 a thousand bd. ft. above 
going market prices for U.S. fir and 
hemlock logs. This increasing Japanese 
demand could ultimately affect lumber 
prices here. Crown Zellerbach Corp. 
and Simpson Timber Co. are among 
the large producers selling logs to 
Japan. 

Formerly Japan was buying more 
timber from the Soviet Union, but in 
the last year has slowed wood buying 
from that nation. Although two-thirds 
of Japan is forested, nearly all timber- 
land is inaccessible for logging and 
the nation must rely on imports. 











MANUFACTURERS 


Since 1879 





EXCHANGE SAWMILLS SaALeEs Co. 


SOUTHERN and WESTERN WOODS 


Yoncalla Lumber Co. 
Douglas County, Oregon 


928 Grand Ave.—Room 1400 
Kansas City 6, Mo. rwx xc-as« 


DISTRIBUTORS 


Representing: 
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Hardware. Store Business 


New Literature 
Time-Saving Card—See Back Cover 


Hydraulic Door Closers. Descriptions and prices of Illinois 
Lock’s Models 10 and 15 Glidraulic Closers for exterior doors 
and Model 20 for interior doors are included in a new two-page 
information bulletin. The Illinois Lock Co. 

Circle No. 216 on Handy Cover Card 


Pneumatic Steelstrapper. An eight-page, two-color booklet il- 
lustrates and describes Model A4 Pneumatic Steelstrapper and 
its use in the building products, metals, paper and corrugated 
container industries. Fourteen application photographs show 
the tool strapping products into easily handled units and bun- 
dies. Brief text describes strapping techniques. Acme Steel Co., 
Acme Steel Products Div. 

Circle No. 217 on Handy Cover Card 


23 


Staley Paints. A new 52-page catalog, 23rd in a series, contains 
complete product information about Staley’s 100% pure paints. 
It gives handy architectural specifications, tips on good paint- 
ing and a federal specifications chart. Copies of the catalog are 
available upon request from the manufacturer. Staley Paint 
Mfg Co 

Circle No. 218 on Handy Cover Card 


Caulk-Flo Unit. A new two-page brochure describes use of 
an improved Caulk-Flo unit for applying caulking and glazing 
compounds, roofing cement, mastics, sealants, putties and ad- 
hesives faster at less cost. Illustrations show how unit dispenses 
and applies material, in any consistency, from bulk containers 
without the use of caulking guns or cartridges. Force-Flo, Inc. 
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Stormguard Nails. A new 12-page booklet details the advan- 
tages of using Stormguard hot-dipped zinc-coated steel nails. 
Chart giving sizes and quantities to use for roofing, siding and 
trim is included. W. H. Maze Co. 
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Floor Care. “How to Take Care of Your Floors,” a 20-page 
complete guide for homemakers, has been prepared by Red 
Devil Tools as a part of its Hire-a-Houseboy Plan for floor pol- 
isher sales. The booklet fully details a new home floor-care 
system. Red Devil Tools. 
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Double Mitre Saws. The three standard models, 10”, 11” and 
12”, of LeTarte’s Double Mitre Saw are shown in a six-page 
illustrated brochure telling uses and advantages. LeTarte Co., 
Inc. 

Circle No. 222 on Handy Cover Card 


Lightweight Concrete Aggregate. A new catalog provides in 
detail specifications and data for uses of perlite aggregate for 
roof decks, floor fills, granular fill insulation and heated and 
unheated grade level slab floors. Load test data and typical mix 
designs and physical properties are detailed graphically. Perlite 
Institute, Inc. 
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Sliding Door Hardware. Grant’s new line of reversible, by- 
passing door hardware is fully described in literature now avail- 
able. All specifications are given and hardware sets are illus- 
trated including elevations for 34” and 136” doors. Grant 
Pulley & Hardware Corp. 
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Contact Bonding Compound. The merits of Ankweld, a tena- 
cious new contact adhesive that bonds plastic, linoleum or 
aluminum to plywood, is fully described in a product data 
sheet. Anchor Adhesives Corp. 

Circle No. 225 on Handy Cover Card 





BIG PROFITS 


in a 
small can! 


FAMOWOOD is the PROFES- 
SIONAL’S all-purpose plastic... 
Boat builders, furniture makers, 
cabinet makers, etc., have 
found it the one sure answer 
to the never ending problem 
of correcting wood defects, 
filling wood cracks, gouges, and 
for covering countersunk nalls 
and screws. CAN BE USED UN- 
DER FIBER GLASS. 

Ready to use right out of the 
can, Famowood applies like 


ANewtagle . ya 
e® . ¢ i 
aces angles 6/67 Ge. 


ALWAYS SELL GENUINE 


Zc: SCREW ANCHORS and JACK NUTS. 


\ 


Write for Free Literature R 
MOLLY CORP., Reading, Pa. A 


: ae 
° ytbegpeed ‘ ‘cite \ 
250 Cee E ees rpelegtegtal Wyhilpota Vy\e wu 

PEALOP EAHA Vill: 
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NATIONALLY KNOWN! 
NATIONALLY ADVERTISED! 
This famous material is now 
packaged in eye-catching self- 
display cartons for impulse sales 
15 matching wood colors and 
white for perfect matching of 
a.! popular wood finishes 

For fast turnover, quicker 
profits, display Famowood prom 
inently 

If you're not handling Famo 
wood now, get the facts today 


Literature, prices, etc., sent im- 


mediately. 
(Distributor inquiries invited.) 


putty, sticks like glue; dries 
quickly; won’t shrink; takes 
spirit stains, and will not gum 
up sander. When applied 
properly Famowood becomes 
water and weather-proof, stays 
put under adverse conditions. 


, BEVERLY MANUFACTURING CO. 


Circle No. 41 on Handy Cover Card 





new packaging 
with consumer 
appeal...for eas- 
ier display...and 
more impulse 


sales 


for portable disc sanding 
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The vast new housing of the nation is populated with 


families who need to buy 


Trinity White ! 


... A number of small-ticket bales 
like these make for steady 
and satisfactory profits 


STEPPING 


STONES 


A cinch to make. And do they dress up the 
place! Householders have several styles to 
choose from—angular or irregular shapes; 
use wood or turf as form. 








GARDEN 


POOLS 


Gives a focal point to yard or garden. 
Raise aquatic plants, fish; attract birds. Very 
popular. A do-it-yourself project that will 
interest many families. 





BENCHES & 


SEATS 


Suggest a straight or curved bench. Other 
attractive yard items that will move Trinity 
White stock are birdbaths, sundials, flower 
boxes. 





DECORATIVE 


Beautiful garden walls and decorative 
screens can be built with units made of 
Trinity White. One sells others. Trinity is a 
true portland cement. 





EASY-TO-BUILD 


STEPS 


White steps are attractive to the eye. Easily 
seen at night because of high light-reflec- 
tion. Your cement contractors will create new 
work with Trinity White. 





FOR OUTDOOR LIVING 


PATIOS 





Your family trade can build themselves won- 
derful patios for entertaining, barbecueing 
and summertime enjoyment. Where color is 
desired, Trinity tints beautifully. 





Trinity White has been advertised continuously since 1941. 
Regular advertising appears in the leading architectural 
ep zines and those read by masons, plasterers, contractors 


BEST FOR SETTING 


TILE 


Your building contractor trade who hove 
ceramic tile to set need a prepared tile 
grout made of Trinity White. 





and other segments of the building trade. 
GAME 
Along with the zooming sales of boats, barbecue equipment and sport COURTS 
clothing, the sale of Trinity White portland cement has doubled and re- 
doubled in the last few years. The list of items at the right shows why. 
Small-ticket sales of Trinity White have skyrocketed as new 
homes have sprouted. Here are homes by the million headed by 
rugged, strong young men who are anxious to build and improve for 
their families’ enjoyment. And a population “explosion” scheduled 
for the 1960's with the war-baby crop at the family-formation age! 


Shuffle board courts are within the ability 
of most home owners. Use Trinity White 
topping. 


...A few big-ticket sales like these 
provide substantial profits 


The best floor money can buy. For all 
public buildings. Experienced Terrazzo 
contractors can install anideal floor for family 
room, kitchens, baths, etc. 





Here is a market—both public and residen- 
tial—that has been growing remarkably 
fast. Trinity White advertises regularly to 
swimming pool contractors. 





And the big-ticket sales to contractors and tonnage buyers mounts TERRAZZO 
year by year. Last year Trinity White was used on many of the 
country’s most publicized and spectacular structures. FLOORS 
White cement is no longer a “specialty item.” It is in regular 
and growing demand. For further information, write Trinity White De- POOLS FOR 
partment, General Portland Cement Co., 111 W. Monroe St., Chicago 3. oS Wwike 
CURTAIN 


WALLS 


Curtain walls and facing panels made with 
Trinity White are both decorative and func- 
tional for new construction or remodeling— 
large and small. 





PORTLAND CEMENT 


STUCCO 





While Trinity recommends the use of a pre- 
pared "stucco mix” wherever possible, you 
will still get calls from contractors wishing to 
mix their own. 





A product of GENERAL PORTLAND CEMENT COMPANY 
SAFETY 


ITEMS 
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Fort Worth . Houston 


Fredonia Kansas «+ Jackson, Michigan +* Tampa + Miami «Los Angeles 


Chicago . Chattanooga . Dallas . 


Trinity White's light reflection is useful in 
traffic control, including light-reflecting curbs, 
dividers, barriers, markers, and similar items. 
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ys FLOYD H. SCHARFENBERG 
TWIN CITY HARDWARE 
BLOOMINGTON, ILLINOIS 


With the National No. 100 Mer- 
chandiser you can display 88 
Visual-Pac items plus a big shelf 
stock of Picto-Graphic cartons in 
only 8 sq. ft. of floor space. This 
well-built, attractive fixture 


works as hard as a salesman 
on straight commission, and it 
comes complete with peg board 
display hooks, identification 
tags and 30-in. top sign. 


onal hardware is packaged for 
e-appeal .. . buy-appeal. Picto- 
rtons, decimal-packed for easier 
control, have a “‘tell-all” label 
's exactly what’s inside. The 
line offers you the broadest 
of builders’ hardware available 
in self-service packages. 
wing to National... hardware 
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Sterling, Illinois 





